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Look at the DIFFERENCE! 


Active women of today are hard on foot- 
wear. Built-up heels lose their style and 
attractiveness when they become scuffed, 
checked and cracked. 


“Pyraheel” gives your customers beautiful 
built-up heel effects that can’t get scuffed, 
checked or cracked. The heel looks new as 
long as the shoe lasts 


(Vow YOU CAN GET SCUFFLESS “PYRAHEEL” 


IN BEAUTIFUL built-up EFFECTS 


VERY woman is a potential cus- 

tomer for shoes with Du Pont’s 
beautiful new scuff-proof“Pyraheel” 
plastic heel covering. 

Here at last is a heel covering in 
built-up effects that won’t crack, 
check, or split; yet is leather-like in 
feeling, texture, and appearance, 
and . . . it’s scuffless! “Pyraheel” 
further makes possible perfectly 
matched built-up heels in a uni- 
formly durable, long-lasting, and 


light-weight material. It’s no wonder 
women want scuff-proof heels! 
Retailers all over the country are 
selling shoes with scuf-proof heels 
and they’re capitalizing on the fact 
that they’ll stay new-looking even 
until the shoes are discarded. Ask 
for scuffless “Pyraheel” on your next 
order. Your customers will be glad 
to get shoes with scuff-proof heels. 
Your shoe manufacturer will gladly 
show you samples. Or write direct. 
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VOICE of the TRADE 


S6MPEOPLE are interested in and 
have a right to know what makes 
the things they buy cost what they 
do,” is the opinion of an eminent 
economist, who..also. says: 





“What the man in the street pays 
for his bread and his shoes, his 
bus fare and gasoline, his rent, heat 
and electricity are far more vital 
to him than the wars, scandals and 
politics that fill the headlines. Peo- 
ple are interested in and have a 
right to know what makes the things 
they buy cost what they do. And 
an honest spirit of public respon- 
sibility, as well as justice to it- 
self, requires that industry play 
its cards face up.” 


* * * 


THE honor of being judged the 
nation’s best drill team goes to 
the Fort Worth (Texas) Knight’s 
Templar Drill Team at the Annual 
Drill Competition, held this year 
in Miami. 

Long hours of drilling were sup- 
plemented by a visit to Dr. Mc- 
Kee’s Shoe Store and Foot Clinic 
of Fort Worth, for a thorough ex- 
amination of each team member’s 
feet. Dr. McKee first made ortho- 





graph impressions of both the right 
and left foot of each man, after 
which orthometer measurements 
were taken. For individual foot 
conditions the proper treatment 
was given and, finally, with great 
care and precision Dr. McKee fitted 
every man of them with blac’ calf. 
flexible Ground Grippers. During 
the various maneuvers of the 
drills, Dr. McKee was on hand 
with his camera to take motion 
pictures of the team in action. The 
films were shown to the men and 
any weaknesses in posture, foot 
placement, alignment, carriage and 
so on, were detected and corrected. 





The team was then ready to em- 
bark for Florida and enter the 
arena confident that they were as 
well trained and as correctly shod 
as conscientious effort and scientific 
knowledge could make them. 


* * * 


€ OL. LEONARD P. AYRES, in- 
ternationally known economist, in 
“ADVERTISING AGENCY,” says: 

“If the fates smile upon retail 
distributors so as to love them as 
well next December as they have 
this May, the statistical indications 


are pretty clear that the dollar 
value of the holiday trade of 1937 
will be distinctly better than that 
of 1936. One may go even further 
than that and hazard the estimate 
that this year’s holiday trade will 
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be not only better than that of 
last year, but that it will be about 
12 per cent better. 

“This recovery has a momentum 
that promises to carry it ahead for 
a long time yet despite the many 
obstacles in its path. Some of the 
results may be foreseen pretty 
clearly so far as the holiday season 
at the close of this year is con- 
cerned. For example, it is almost 
sure that the total volume of em- 
ployment will be greater in this 
coming Autumn than it was last 
Autumn. It is even more certain 
that the average wages of these 
workers will be higher than they 
were last Fall. That means that 
there will be a greater total of 
spending money. In addition it 
now seems increasingly probable 
that the total agricultural income 
of the country in 1937 will be the 
largest since 1929, and almost as 
great as that of any year since the 
bonanza period of the war.” 
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BBETTERED conditions in Puerto 
Rico are reflected in figures just 
released by the Puerto Rican Trade 
Council showing that purchases by 
our Caribbean possession, of leath- 
er footwear produced in mainland 
United States during the fiscal year 
ending June 30, increased 15.3 per 
cent in dollar value and 17.1 per 
cent in physical volume over such 
purchases during the previous fis- 
cal year. 

The Islanders spent $3,139,203 
for 2,954,689 pairs of shoes manu- 
factured in the Mother Country 
during the past fiscal year as 
against $2,722,830 for 2,523,690 
pairs during the previous twelve- 
month period. 

This sharp increase in_ pur- 
chases of leather footwear by 
Puerto Rico which buys from Con- 
tinental United States more shoes 
than all foreign countries com- 
bined, was part of a general move- 
ment on the Island which saw pur- 
chases of all merchandise from the 
Mother Country soar to new highs 
in both dollar and physical vol- 
ume. 

While purchasing power of the 
Island is largely dependent on the 
sale of its principal product— 
sugar—many other factors entered 
into the current improvement in- 
cluding higher wage levels, a mild 
building boom and the develop- 
ment of several new lines of com- 
mercial activity. 





HARRY WILSON, owner of the 
Wilson Shoe store in Orlando, Flor- 
ida, is a neighborly fellow and very 
modest, to boot. But on the last 
Thursday half-holiday of the cur- 
rent Summer season, the employees 
of stores whose owners belong to the 
Orlando Retail Merchants Associa- 
tion organized an afternoon picnic 
in his honor at his camp on Trout 
Lake. 

It has been the custom of Mr. 
Wilson to fete the merchants and 
their employees with an afternoon’s 
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ABOUT SHOES 


WOTTA LIFE 


—There is no article of apparel that 
gives the consumer so much value 
per dollar spent as do shoes. 

—There is no article of apparel that 
requires so much skillful care in 
fitting and which, if not properly 
fitted, can cause so much physical 
and mental harm. 

—there is no article of apparel that 
is subjected to so ak wear and 
strain, and yet stands up longer 
and gives longer service than al- 
most any other article. 

—And yet the average consumer 
takes his shoes for granted, pos- 
sibly grumbles at the price paid, 
and frequently doesn't even give 
them the ordinary care that hard- 
working shoes deserve. 

—I wonder if he realizes that he's 
getting today a better shoe, at a 
third less price, than was the case 
fifteen years ago? 


Bac 6 Ti. 


President 





outing on the first Thursday in each 
Summer that the stores close. Now, 
in neighborly reciprocation, they 
celebrate Wilson day at the close 


-of the Summer season. 


* * * 


ABE GREENBERG, proprietor of 
the Green Shoe Stores in Los An- 
geles, tells us: 

“With all this travel we are doing 
one never can tell when he will 
meet up with his customers. Recent- 
ly, while on an eastern buying trip, 
I met a man in the Pullman who 
looked familiar. When he told me 
he was from Milwaukee, it didn’t 
mean anything to me and I was still 
puzzled as to where we had met. 
Later, when I saw him with his 
wife and small boy, I realized that 
they had bought several shoes for 
the boy at one of my stores and 
that I had served them. 

“Driving back to Los Angeles, we 
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stopped at a gas station in Omaha 
and a shrill ‘Hello, Mr. Greenberg’ 
from kids in a car in the same sta- 
tion told me that more of my cus- 
tomers had caught up with me. 

“It’s a common occurrence to 
meet customers in nearby national 
and local parks. I still stick to the 
principle we started with: ‘Treat 
your customers so that no matter 
where you may meet them, they’ll 
be glad to see you.’” 

* * * 


COMMENTS a Texan: “Read the 
Boot AND SHOE RECORDER from 
cover to cover. May I comment a 
bit about Harry Terhune’s article: 
‘Can the American Pocketbook 
Stand the Raises?’ 


“I absolutely agree with Mr. Terhune 
that it is going to be a hard job for the 
general public to absorb increased prices, 
and yet, this reasoning need not stand 
entirely between the retail merchant and 
his possibilities of Fall business. 

“We cannot look at the picture en- 
tirely from a standpoint of the percent- 
age of increase in the weekly pay-check. 
The important question from the stand- 
point of the industrial worker is how 
many weekly pay-checks is he going to 
get as compared to last year and the pre- 
vious year; and how much will the in- 
crease be over a twelve-months period. 

“Then again, we must consider the 
tremendous increase in buying power that 
comes to the farmer and the cattleman, 
as the result of farm prosperity and his 
ability to pay better prices. A load of 
steers recently averaged $165 per head 
on the local market, as compared to ap- 
proximately $35 or $40 for the same steers 
just a few years back. Surely, the owner 








can afford to spend considerably more 
for what he buys. Wheat prices’ were 
good this year; cotton in the South has 
suffered from over-production, and the 
price has been reduced, but will, no 
doubt, be plugged up to around 8c., 9c., 
or 10c., with a tremendous crop to be 
marketed. So the producer will have a 
far greater increase in income than the 
increase registered in the cost of living 
or the cost of what he buys. 

“Then we have another picture. The 
investor. A few years ago, his picture 
looked anything but rosy, and his in- 
come, in many instances, was practically 
nil. He adjusted his expenditures ac- 
cordingly. Today, his investments look 
like they are coming back, and they have 
come back in many instances. He, too, 
is buying better shoes, better clothes, and 
is able to pay the increase. 

“Last night, I was driving around the 
city and noticed the number of new 
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homes that were being built. 
seemed to be two types. One, the modest 
but modern little cottage for the worker. 
They must be selling these homes to the 
workers or they could not continue to 
build them. The other was for those 
with the better income, homes above the 
$10,000 class, and there were plenty of 
those being built also. Now, where is 
this money coming from that is going 
to be used to pay for these homes unless 
it is from increased incomes and from 
people who can afford to buy better 
clothes and pay more for what they get? 

“To my way of thinking, what the in- 
dustrial section needs more than any- 
thing else is assurance of fifty-two weeks 
per year, rather than assurance of a high 
weekly return, because the individual 
adjusts himself to his weekly return. If 
he works six months in the year and 
earns $50 or $60 per week, he adjusts 
himself accordingly, and then the other 
six months he’s in a ‘pretty tight shape. 
But if he makes $25 or $30 a week for 
fifty-two weeks, he gets along better and 
is happier. And I, for one, am glad that 
the shoe industry finds its peaks being 
leveled down and its valleys upward, be- 
cause the manufacturer’s salesmen are 
now working the year ’round, the mer- 
chant is ordering each week, the style 
element helps it, and everything points 
to the direction of fifty-two weeks per 
year production and satisfied workers.” 

* * * 


EN a press release through some 
300 newspapers taking the Inter- 
national News Service, Orry-Kelly, 
stylist for Warner Bros. stars, says: 

“As sure as the moon controls 
the tides, the skirt length controls 
the style of shoes. The short skirt 
always brings in higher cut shoes 
and this year is no exception— 
what with the sixteen-inch skirt an 
established fact for daytime wear 
and with the evening silhouette 
slowly moving in the same direc- 
tion. 

“All of the shoes we used in 
‘First Lady’ for Kay Francis, Anita 
Louise, and Verree Teasdale were 
either high cut opera pumps or 
street shoes that fastened snugly, 
almost to the ankle. No longer 
considered high style, these almost 
angle-high shoes are now worn by 
the most conservative dressers. 
Irene Dunne has a pair in deep 
green suede which are ideal with 
a softly tailored suit of matching 
green wool. 

“Green, incidentally, along with 
the wine tones and browns, prom- 
ises to be almost as popular as 
black this Fall, when the pastel 
shades begin to disappear. 

“Glove-fitting shoes in kid are 
good and will increase in prestige 
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as the darker colors come into 
prominence. Rosalind Russel] 
wears some unusual glove-fitting 
sandals in yellow kid. She had 
these dyed to match a sheer yellow 
wool slack suit which she wears 
with a matching coolie blouse but- 
toned down the front and worn on 
the outside of her slacks together 
with a brightly striped Gypsy 





scarf around her head. Such san- 
dals will be carried over into Fall 
except that they will sprout higher 
heels and be worn only for eve- 
nings in the east. However, in 
California sandals will continue as 
the perfect sports shoe.” 


IBOB LAMBERT, secretary of the 
Shoe Retailers of Greenville, South 
Carolina, points the way to cooper- 
ative promotion; and in the local 
newspaper there appears, from 
time to time, a column: “VIEWS 
ON SHOES—Greenville, Carolina’s 
Shoe Center”—with the following 
stores cooperating, one inch each, 
in punch-line text. Here are the 
cooperators: 

Piedmont Shoe Company, Meyers 
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Arnold, Heyward Mahon Company, 
Pollock’s Shoe Store, Vanity Slip- 
per Shop, Merit, Stewart’s Shoe 
Department, Ivey-Keith’s, Alfred 
T. Smith’s, Patton, Tilman and 
Bruce. 

* * * 


HOW to Keep from Growing Old! 
A complete set of rules on how to 
keep from growing old, submitted 
by a traffic policeman to the Louis- 
ville Courier-Journal in Kentucky: 


“1—Walking against the red lights. 
2—Starting on the amber lights. 
3—Waiting on street instead of on side- 
walk, 
4—Standing on the street talking. 
5—Reading newspaper while crossing 
street. 
6—Walking with head down instead 
of erect and alert. 
7—Going across the street at a snail’s 
pace. 
8—Jay-walking across the street. 
9—Crossing behind a street car or an 
automobile. 








10—When leaving a street car, starting 
for the curb on the red instead of wait- 
ing in the safety zone for the green light. 


P.S. lf, however, you want to 
live long, remember that a green 
light on Main Street is better than 


1”? 


a golden halo in Heaven! 








Bargain Sale 
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“Don't mind me, sir. | just want to be first at your sale in the morning.” 
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Diversity in Leathers 
U NUSUAL variety shown in Spring 


and Summer leathers. All the classic 
types plus plenty of new ideas. New 
grain treatments especially impor- 
tant. An opportunity for manufac- 
turers and dealers to change from 
their old habits of buying and pro- 
moting just one or two leathers, 
usually the cheapest. A necessity for 
them to get out of this rut if they 
are to stimulate interest and increase 
sales which are being threatened by 
the rising price of leather. A new 
consumer appreciation of quality in 
materials, regardless of cost, there- 
fore quality, richness, and variety 
will be essentials in the 1938 shoe 
picture. The Court of Shoe Style 
Opinion has emphasized the neces- 
sity for diversity in leathers, and 
the pullovers shown at the Leather 
Show were evidence of the same 
idea. The wealth of material seen 
there should be an inspiration to 
both manufacturer and dealer in 
planning their coming season. 


Shorter Seasons 


Seasons are shorter and there are 
more of them. The whole clothing 
industry, including leather, has be- 
come geared to a more rapid pace 
and change. The shoe manufactur- 
er and dealer can thus concentrate 
their promotions for a few weeks on 


* 





one type of leather. Then drop that 
and turn to another. Consensus of 
opinion that the wise manufacturer 
will not try to plan his whole cam- 
paign six months in advance. He 
knows he must reserve some capital 
for a quick change to a new pattern 
and material during a transitional 
season. The most dramatic example 
of this trend was the introduction 
some weeks ago of a new soft-toed 
shoe to sell between Summer and 
Fall. This transition pattern un- 
doubtedly will be repeated this 
Spring as a Winter into Summer 
shoe. The advantage of such timing 
to keep the stocks more in line with 
the actual customer needs thus lead- 
ing to more and better sales. 


Balance of Types 


Open toes stole the show in 1937 
Summer selling. Why? Not be- 
cause women wanted little else, but 
because that was all they could get. 
The Spring of 1938 will show a bet- 
ter sense of proportion. Some open 
toes will be sold, but more new pat- 
terns will have closed toes. Manu- 
facturers and dealers must watch 
out for a new danger. The fashion 
influence of fussy periods in clothes, 
like the years around 1907, must not 
be taken too seriously. Fussy treat- 
ments on shoes are amusing and 
provocative, but they are the 
frosting on the cake, not the 
bread and butter volume busi- 
ness. 


Lighter Patterns 


An unmistakably strong move- 
ment toward patterns with lower 
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KEYNOTES 
Of the Style Conference 


Diversity in leathers stimulates shoe industry. 
Shorter seasons increase sales. 
Balance maintained between basic and novelty types. 
Feeling for lightness in patterns. 
New note in lasts affects heels. 


Spring color chart subtle and varied. 
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lines. High cut types, when used, 
are extremely open over the instep 
and at the sides. The feeling is for 
great lightness. The ghillie influence 
is very important. Lacings, and lace 
adjustments as part of the decora- 
tion, to be traced to the Directoire 
fashions. The same idea is seen in 
the revival of the Theo tie from the 
1907 period. A marked return to 
the Lillian Russell, Edna May, turn 
of the century styles. Seen at its 
extreme in the high boots—open 
and lacey—of the glamour girls fea- 
tured in the “Police Gazette.” 


Lasts 


No trick lasts except for sport. 
Here walled lasts continue good. 
Modified toe expression. The chief 
new interest in the cupped heel, 
known also as spoon, saucer, or 
cradle. This is designed to hold the 
heel back in a normal position and 
prevent it from slipping forward in 
a high-heeled shoe. Important be- 
cause high heels are definitely to the 
fore. 

Wealth of Colors 


A new world of colors opened up 
by the Paris Exposition. Clear pri- 
mary colors replaced by subtle off- 
shades in blues, greens, purples, reds, 
and yellows. An enormous back- 
ground developed by the Exposition, 
drawing on all parts of the world 
and periods of history. Oriental pot- 
tery, Chinese and Japanese prints, 
and Persian miniatures, all have 
contributed ideas. The new peasant, 
or primitive, influence is African. 
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Above—John King, featured in 
“Merry Go Round of 1938,” wearing 
a wing tipped brown oxford by Win- 
throp Shoe Company. For details see 
page 25, August 7th Recorder. 


Right—Noah Berry, Jr. featured in 
Universal’s “Blonde Dynamite” wears 
Brown Shoe Company’s oil treated 
moccasin blucher featured on page 21, 


July 17th Recorder. 


Below—These smart feet belong to 

Kent Taylor and he’s wearing the 

Bostonian brogue you saw on page 25, 
August 7th Recorder. 





John King again, this time wearing W. L. Douglas’ 
square tipped custom brogue featured on page 7, 
August 7th Recorder. 


U niversal Pictures, cooperating with Boot and 


Shoe Recorder, released the accompanying col- 
lection of photographs to 640 newspapers for 
use during National Men’s Shoe Week 
This i i showin the in the release. 
Also potas gy shoes tg Pag Seed Conrad 


Shoe Co., Stetson Shoe Co., Walter Booth Shoe Co., Stone-Tarlow 
Company, and Florsheim Shoe Co. 
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Patented seamless con- 
struction, and extremely 
light weight rubber, are 
the outstanding character- 
istics of this Gossamer 
Gaytee (above) per- 
fected this season by 
United States Rubber. 

Clockwise from left to right: 
High front step-in from 

Cambridge. 
Overshoe with side snap 
and smart trim. Mishawaka. 
Convenient one-snap gaiter 
for ones wear. Endicott- 
n. 
Trim rubber gaiter combin- 
ing suede finish with patent. 
Both from = F. Goodrich 
0. 

Pattern simulating calf 
g shoe. 


~ 
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START SELLING NOW 


C ustomers Should Be Prepared in Advance for Coming 
: Months of Stormy Weather 


TWO years ago a dramatic situation occurred in the rubber 
industry. Dawned a clear, crisp Winter day. Career girls, © 
housewives, and finally debutantes stepped out on clean, dry 
streets. Suddenly, without warning, snow began to fall. In a 
few hours the stores had sold all their overshoes and were 
clamoring at the doors of the manufacturers for reinforce- 
ments, until this supply was exhausted also. 






























Such a situation is like a bonus, something entirely 
apart from day to day sales and profits, and these are 
what you want to increase. “Start your rubber over- 
shoe selling early,” say the manufacturers. But how 
can the retailer make a woman want to buy _protec- 
tion against cold and stormy weather when she is still 
taking sun baths and wearing beach sandals? Some- 
how he must stimulate her imagination and memory, 
and appeal to her foresight and sense of economy. 
Merchandising, advertising promotion, and display 
devices, some definite suggestions to the salesclerk, can 
all bring in the sales checks. One manufacturer has 
begun to jog his customers’ memories by a poster show- 











ing a city street in a snowstorm, and drives the point 
Besos Balls. home by the caption idea that it won’t be long until— 
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The ideal time to suggest the purchase of a pair of 
galoshes or rubbers is when the customer has first 
been fitted to her new Fall shoes. Tell her that an over- 
shoe bought to fit will wear longer and give better 
protection to the shoe. Tell her that she is saving her- 
self an extra trip or the posible inconvenience of being 
without any overshoes on the first bad morning. A 
hurried purchase made then will be very poor economy 
and no overshoes in a storm will be even worse for 
her and her shoes. For any real rain or snow storm, 


FOR RAINY DAYS AHEAD 






Many women can be shown the necessity for at least 
two of these types. For every-day smart town clothes, 
the untrimmed brown or black velvet gaiter is the per- 
fect answer. The use of tweeds.or checked effects on 
rubber in the second group strikes just the right note 
for sport suits and coats, and turns the objectionable 
“rubber” into a smart accessory. One of the newest 
ideas is a real boot in rubber, simulating grain leather 
and with real tongue and laces. As to the third type, 
[TURN TO PAGE 32, PLEASE] 



















By 
Eleanor Rutledge 












Silverized rubber with gray 
fur to complement evening 









White rubber boot featuring 
detachable embossed metal 
caps with owners’ initials. 
Exclusive with Servus. 









New use of brocade for 
evening boot. Both from 
Cambridge. 











rubber galoshes are, of course, the logical answer. A diversity of types 
of finish and fastening give your customer a wide choice. The rubber has 
been made to look like a variety of leathers, including smooth grain. 
suede, patent, and reptile for trimming. Fastenings may be zipper, one, 
two, or three-snap, or none at all. Snaps may be at the side or the back. 
Colors are chiefly black and brown. Good fit, trim line, light weight, in- 
conspicuousness, and, of course, protection against the wet, are the sell- 
ing points here. 

Protection against the cold is almost as important, and here the sales- 
clerk has several talking points. First, a lined gaiter that keeps the ankle 
warm as well as dry is a necessity for every day wear. Second, a similar 
type of overshoe is the real spectator sports shoe for Winter, beginning 
with November football games and extending through Winter sport ex- 
hibitions. Third, whether you are selling to the bus or the limousine trade, 
a lined evening boot is advisable for warmth to the foot and protection 
to the slipper. Three different uses for the high, warm boot and three very 
different types to be sold, are seen in the accompanying photographs. 






























Tweed in an ideal gaiter for sport 
clothes. Two costume photographs by 
courtesy of United States Rubber. 






Page 20 






































































by 
T. L. NORTHUP, D.O. 





EN our cooperative study of the problem of keeping 
normal feet normal, let us remember that unrestricted 
motion is the first law df life. The most important con- 
sideration of foot health is prophylaxis, the elimination 
of those factors which insidiously undermine foot 
health as do errors in diet and hygiene one’s general 
health, of which restricted motion and imbalance are 
the two most insidious. 

Let us think of the feet as a part of the body machine 
and all mechanical energy exerted in and through the 
foot as originating in the leg, thigh and hip. Let us 
consider the feet, not as the base of a monument or 
foundation of some fixed structure, but as active and 
adaptable body parts by which the body is supported 
in action. Adaptable both to the surface of the ground 
and to the various forces that are exerted from above. 
Any study of foot function that does not take into 
some account all the forces exerted by every muscle 
* in the foot and leg in every possible combination of 
action is incomplete. The foot is in reality a cleverly 
constructed shock-absorbing mechanism designed for 
weight-bearing, body balancing and propelling func- 
tions and we should consider them all. The normal 
foot is adaptable to almost any tread base and as the 
body-weight is supported on normal feet walking over 
uneven ground, they are as quickly adapted to the con- 
tour of the ground as water flowing in the stream is 
conformed to its bed, always flowing on seeking its 
level. 

To know foot function we must study feet in action. 
We must study walking feet, standing feet, running 
feet, golfing feet, dancing feet, as well as resting feet. 
Only when one stands on one foot does the line of 
the center of gravity of the body fall within the area 
covered by the weight-bearing surface of the foot. 
When standing on both feet the center of gravity falls 
somewhere in the area between the feet. When walk- 
ing and running there are two forces at work in addi- 
tion to those produced by muscular activity. They are 
the forces of gravity and inertia of the motion of the 
body. The forces produced by the muscles of the leg 
have to work against these two outside forces. 


IT is evident from watching a person take a very 
slow step that the body sways from side to side momen- 
tarily, bringing the line of the center of gravity with- 
in the weight-bearing area of each foot. 

When we study the activity of the feet individually, 
we must start with the line of force exerted through the 
tibia and think of this force as being broken up or 
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Healthy Feet 


divided into many lines extending to all points in the 
weight-bearing surface of the foot and each of these 
lines carrying constantly varying loads. If you would 
understand this fully, try standing on one foot for a 
minute at a time and feel the constantly changing 
muscle tensions in the leg that are necessary to keep 
the body in balance. 

Dr. Morton has ingeniously apportioned the stand- 
ing weight force in the feet as follows: a person 
weighing 120 pounds theoretically divides his weight 
equally—60 pounds to each foot. Dr. Morton has 
checked by a clever device the proportionate weight 
to the various parts of each foot as follows: 30 pounds 
to the tuberosity of the calcaneus and 5 pounds to each 
of the four outer metatarsal heads, and 10 pounds to 
the head of the first metatarsal, or 5 pounds to each 
of the sesamoid bones supporting it. Under each of 
these weight-bearing points we have tissue cushions 
that spread the weight evenly to the surface of the foot 
directly under each. Each of these bony weight-bear- 
ing points is at the end of a bony lever that is operated 
by muscle pull and supported on yielding muscle ten- 
sion. In the normal foot each point of contact is a 
springing contact acting as shock absorbers as a spring 
under a car, and the fleshy pads under each point corre- 
spond well in action to the air-inflated tires on which 
we ride. 


WVEIGHT-BEARING points should make way in our 
thinking for weight-bearing surfaces, for really the most 
pathological condition we have to deal with in foot 
troubles are points of positive weight-bearing, un- 
yielding on account of some fixation at some articula- 
tion in the foot or due to some constant muscle pull, 
or the weakening of some muscular supports throw- 
ing extra strain on others. 

The importance of the walking surface on the inside 
of the shoe in relation to the position of the feet can 
best be studied by putting wedges of felt inside the shoe 
and watching the effect of the position of one’s feet. 
A thin piece of felt placed under the base of the fifth 
metatarsal will always cause that foot to take an 
everted position for comfort. 

The strength of the foot depends largely on the 
balance of the super-imposed weight? An inverted 
or everted foot is out of balance and a careful study 
of the cause should be made. The foot should be tested 
both in the shoe and barefoot. 

While standing there is a constant shifting of weight 
from one part of the foot to another and from one foot 
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to the other but in locomotion there is a definite and 
orderly ‘flow of the force of body weight through the 
foot structure. In the slow, easy step the outer part 
of the ball of the foot first makes contact and the 
weight settles down to rest on the heel and then back 
to the ball of the foot with increasing force. As the 
step progresses the weight is carried from heel to toe 
in a smooth, even flow evenly distributed across the 
weight-bearing surface of the foot. At the end of the 
step all five toes tend to grip at the walking surface 
for a good hold in the propulsive impulse that pushes 
the body forward over the support of the other foot. 

In normal walking and running all mechanical prin- 
ciples are employed to carry the body load smoothly 
without any jar from the contact of the feet with the 
ground. The flexed knee suspends the weight on the 
tonic contraction of the muscles of the thigh and leg 
and the flexible foot carrying the load smoothly for- 
ward is suspended from the muscles of the leg by their 
tendons attached to the bones of the foot and support- 
ing the arches yet maintaining them in a flexible con- 
dition. The posterior pillar of the foot, the tuberosity 
of the os-calsis, is suspended on the gastrocnemius and 
soleus muscles by the tendo-achilles. 


THE entire tarsus is supported on the tendons of the 
tibilias posticus, flexor longus digitorium, flexor longus 
hallucis and peroneus longus. The foot yields slightly 
as the knee straightens and the body load is carried 
forward and then with increasing rapidity the heel is 
raised and the foot flexed with a sharp propulsive 
force as the weight is transferred to the other foot. 
One may best understand foot mechanics by noting the 
action of one’s own feet. With light slippers or in 
stocking feet, try the various steps and notice where you 
feel the forces in your own feet. 

Weight distribution through the bony structure of 
the leg and foot is fairly easy to trace. The tibia rests 
on the talus, it in turn rests on the calcaneus and 
articulates with the navicular or scaphoid through 
which forces are transmitted to the first three meta- 
tarsals through the three cuneaform bones. Other lines 
of force flow through the calcaneus to the cuboid and 
the fourth and fifth metatarsals. 

Forces originating in muscle tissue and applied to 
the bony structure by tendons are not so easy to trace. 
There are a few principles to be kept clearly in mind. 
First, fixed position is maintained only by an exact 
balance between two or more opposing forces. Second, 
motion is caused by unequal opposing forces and the 
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Feet 


strength of the movement is governed by the degree of 
difference in these forces. 

Muscle tone is controlled by the autonomic nervous 
system and muscular activity is governed by the motor 
nerves. Abundant nerve and muscle vitality and 
strength are requisite to normal feet and normal foot 
function. No doubt the highest development of the 
feet was reached at the time men began wearing re- 
stricting shoes. The process of retrogression, starting 
then, has continued with increasing rapidity as the 
style elements have encroached on the freedom of foot 
motion and the substitution of the modern modes of 
transportation have taken the place of walking and the 
machine age has replaced human labor. 


One of the most efficient ways of guarding the feet 
[TURN TO PAGE 45, PLEASE} 





T. L. NORTHUP, D.O. 


Unrestricted Motion Is the First 
Law of Life—Perfect Freedom 
Allows Fall Function—Restricted 
Motion Marks the Beginning of 


Pathology 
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A Market Fast Slipping Away From Shoe Stores 


THE man closest to the anvil is the blacksmith. And 
many other men are blacksmiths because they, too, are 
too close to the anvil, working at their trade. It is 
time to look up the customer before a piece of work 
is planned, for this customer is a different customer 
than you did business with ten years ago. From now 
on you must expect to make money selling shoes, not 
from making them or holding them. 

Not so many years ago there was a steady demand 
all the year ‘round for a much more limited shoe pro- 
duction than there is today. At that time, the shoe 
manufacturer’s problem was only “Who can produce 
a better shoe, cheaper?” The business came in almost 
automatically. Now the question is, “Who can sell 
more efficiently?” 

Let us hammer again the need for marketing, mar- 
keting, marketing knowledge. 

May we step into the picture of the almost forgotten 
children’s shoe business? There were manufactured in 
1936 some 36,844,929 pairs of misses’ and children’s 
shoes. A tidy figure—but how marketed? In the 
main—the easiest way. Tuck in a few cases of chil- 
dren’s shoes in some far corner of the shoe store and 
let them stay or move, as the customer wills? 

That explains in large measure why children’s shoe 
selling is conspicuous for two things—their amazing 
sale in sincere stores that do a thorough job of mar- 
keting to the extent that the children’s department is 
the real foundation of the business; or, on the other 
hand, the vast sale of children’s shoes over the counter 
in variety and chain stores. 

The growth of over-the-counter selling in variety 
‘stores is one of the miracles of merchandising, wrong 
as it may be for the health of the children. One of the 
largest variety chains steps this season into price lines 
over the dollar symbol, that for a generation was the 
peak. The new shoes are selling for $1.29 and $1.49 
and they are all shoes of leather, not substitutes. They 
may be stitchdowns, but they are certainly good com- 
petition and values. When it comes to service, how- 
ever, there is the most damnable misuse of human 
intelligence, for they are sold over the counter 
without fitting, without trial, without considera- 
tion of shape or bulk of the growing foot. 

The reason for the over-emphasis on shoes in the 


- variety chains is due to the fact that they found a 
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wide-open market being kicked around by the shoe 
industry because it represented a low dollar item for 
the shoe man, but a high dollar item for the variety 
chain. You see, with some 5 and 10’s going up to 
$1.00, the variety chains, as such, have tough com- 
petitors edging up on them—with no competitor in 
the field of shoes to bear down upon them. The escape 
is upward. 

Take a good look at the children’s shoe industry 
today and you will see not a single major trade-name 
line that is exclusively advertised as a children’s shoe 
in a big way, in magazines, newspapers and windows. 
We mean in a big way—for if you ask any mother 
what line of shoes she wears, she is quick with an 
answer. But you ask her the same thing about chil- 
dren’s shoes and she mentions the name of a local store. 

We like to hear a customer mention store names 
because it is obvious that a real degree of service is 
rendered in shoe fitting, shoe posture and shoe health. 
What we cannot understand is why so many major 
stores throughout the country protested the last line 
of the children’s pledge card which said: “We Prohibit 
the Sale of Shoes in this Store Without Fitting.” And 
yet, that line is the one thing that will bring back the 
sale of children’s shoes in legitimate shoe stores—and 
we include in that term independents, shoe departments 
and family shoe chains—for each, in its way, en- 
deavors to fit a child’s foot in length, width and thick- 
ness, properly and with some margin for growing in 
every pair. 

It is obvious that any shoe store, anywhere, is going 
to endeavor to fit children’s feet right, something that 
cannot be done over the counter or by mail or by absent 
treatment. But too many stores want everything their 
way. They want every sale, come what may. If they 
only knew that by prohibiting the sale of shoes except 
on the person of the child, they would, in time make 
obligatory fitting service everywhere. Even a law 
could be passed—for if eyes cannot be self fitted on 
the counter—why not children’s feet? 

We believe that now is the time for every merchant 
interested in children’s shoes and for every manufac- 

[TURN TO PAGE 36, PLEASE] 
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Amazing, isn’t it? A few short years ago many a 
courageous shoe dealer thought the day of high prices 
in men’s shoes was over. “Never again,” they said— 
and sighed. Sighed because really fine shoes cannot 
be cheaply built . . . sighed because profits are better 


on better shoes. 


Well, the teeter tipped again. Today prices and price 
levels are rising in ratio to the rapidly rising costs 
of leather and labor—and in proportion to growing 
prosperity and increased incomes. Dealers who have 
not been able to sell ten dollar shoes during the last 
seven years are finding they can now sell some shoes 
as high as fifteen dollars. 





‘Arch Preserver business is the barometer 
of our business—it goes up faster, goes 
down slower and maintains a higher aver- 
age the year round.” 

Sommer & Kaufman—San Francisco 


“We are very much enthused over your 
incorporation of style along with comfort 
in Wright Arch Preserver Shoes. This, 
plus your clever advertising promotion, 
is aiding us in building up additional 
young men’s business.” 

The Fontius Shoe Co. — Denver 


“We have been a Wright Arch Preserver 
dealer in Louisville for some seventeen 
years ... and have enjoyed a steady and 
healthful growth of satisfied customers 
each year.” 


Rodes-Rapier Co. — Louisville 











ARCH PRESERVER SHOES 


IN STOCK SERVICE « NATIONALLY ADVERTISED 
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HEN THE TEETER TIPS 
AGAIN-Wh 


al then? 


Nice? You bet! 

But what about the next tip of the teeter? Will these 
dealers simply drop back to cheap shoes and lower 
profits, or can they hold a real business in the top price 
grades? 

Let’s look at the record. 

Those dealers who carried Wright Arch Preserver 
Shoes through the last peak (’27-’28) built up a sub- 
stantial group of steady customers. More important, 
however, was what happened in ’31—’32-’33 and ’34. 
Not only did these customers continue to buy Wright 
Arch Preserver Shoes but some dealers showed a steady 
gain in sales each year. We offer a few of their com- 
ments in the adjoining column. Read them, please. 
Then consider your own future. The wise man uses 
good weather to build a solid shelter against the 


next storm. 


Why are Arch Preserver sales so stable? 
Simply because Wright Arch Preserver Shoes em- 
body the best group of features ever offered in men’s 
footwear. Men who have once known the comfort, the 
relief of foot aches and pains, the permanent youth- 
fulness Wright Arch Preserver Shoes bring to their 
feet, will never be quite satisfied with any other shoes. 
Add to those features the extremely smart styles— 
perfectly balanced Jasts—sparkling patterns—and 
finally a steady, continuous season-after-season ad- 
vertising campaign which has been building up men’s 
interest for fifteen years—and you have your answer 
to Wright Arch Preservers’ stability. 

There are a few cities where Wright Arch Preserver 
franchises are still open. Investigate today. Write us 


for details. E.T. Wright & Co., Inc., Rockland, Mass. 


Wasi 
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Get The Drop 


On The 


EARLY October should find every 
merchant playing up rubber foot- 
wear—making a start on a consistent 
campaign that will continue right 
through at regular intervals until 
Spring. 

To most people, rubber footwear 
is a necessary evil—to be worn only 
when unavoidable, and to be bought 
only when one is driven to it. And 
far too many retailers have en- 
couraged the attitude. On a nasty 
day, the red-lettered streamer “Rub- 
bers” is stuck on the window. Even 
then, there’s seldom a rubber in the 
window, and with the first glint of 
sunshine through the clouds, the 
streamer is hidden away! 

Few stores can afford to give up 
too much valuable window space to 
elaborate displays of rubber foot- 
wear, but there are things that every 
store can do to increase sales. 

Health, style and _ convenience 
should all be played up in attention- 
compelling displays and advertising. 
As a start, make up a panel or shelf 
display of rubber footwear in the 
store, with small cards giving descrip- 
tion and prices of each. 

Make up a folder to send out with 


WEATHER 


Oct. 1 statements, and use as package 
enclosures all winter. 
Keep Your Feet Dry and Warm. 


Cold ‘Prevention Through Foot 
Protection 


Have extra shoes and hose at your 
place of work, to change if feet get 


Above—A cut-out circle of wall 
board has piano wire or small 
strips of twisted cellophane to 
give the effect of rain. It is set 
against shelving to frame a dis- 
play of rubber goods. 


How To Help Prevent Colds— 

Text gives copy for inside pages 

of this folder. If desired an in- 

sert can be used to feature rub- 
bers and galoshes. 


Be ready to “shoot” rubber 
footwear promotion when bad 
weather breaks loose. 


by R. E. ANDRUSS 


wet. Better still, avoid wet feet by 
keeping galoshes or rubbers handy 
at work and at home. Dry wet feet 
by rubbing briskly with a_ towel. 
Outdoor workers should provide 
footwear that is suitable for their 
work and gives ample protection 
against cold or wet feet. Indoor 
workers should wear medium weight 
shoes and rubbers or galoshes in 
stormy weather. Children should 
wear galoshes or rubbers and leg- 
gings when there is any chance of 
getting wet. Shoe soles should be 

heavy enough to give protection. 
Another mailing piece that should 
be made up, addressed, and ready 
to drop into the mail is an illustrated 
[TURN TO PAGE 26, PLEASE] 
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A COMPLETE SERVICE IN FINE CALF LEATHERS 
THE OHIO LEATHER COMPANY: GIRARD, OHIO 


BY, 


Entering the ring on an es- 
tablished reputation, Ohio's 
Dressy Sport will again draw 
a crowd, and receive strong 
backing by style conscious 
men. 


By eye appeal alone it promotes 
the purchase. A fine boarded calf 
leather in all the popular spring 
colors; Dressy Sport has a lustrous 
surface and a soft mellow texture, 
as usual symbolic of Ohio's crafts- 
manship. Write for samples. 


Participate in this popularity by 
adding it to your spring selections. 
Its acceptance will repay you in 
prestige and pairage. 


OHIO 
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Get The Drop 
On The WEATHER 


[CONTINUED FROM PAGE 24] 


postcard featuring rubber footwear. 
Copy might read: 


Are You Ready? We Are! 


We're ready for these stormy days 
with rubbers and galoshes for every 
member of the family. 


Why Take Chances? 


Common colds are No. 1 Enemy 
of our health. Foot protection will 
prevent a lot of illness. Why not see 
that every member of your family 
is properly protected? 

Then, of course, there should be 
ads already set up and ready to re- 
lease when bad weather breaks—and 
a series of smaller ads featuring 
health, preparedness and style, Even 
two-column, four-inch ads will stand 
out if carefully arranged and illus- 
trated. Here are suggestions: 


Don’t Be Stuck In The House 


Be ready to go when you have to 
go, when you want to go, regardless 
of sleet, slush, or rain. Get rubbers 
or galoshes now, and be all set for 
Fall onslaughts of stormy weather. 


Every Storm Brings New Danger 


Billions of cold germs are lurk- 
ing, waiting to pounce on persons 
with lowered resistance. When feet 
get wet and you begin to ache, cold 
germs have got you! You can pre- 
vent many colds by keeping your 
feet dry! Get rubbers or galoshes 
today. 


_ Snow Time in No Time 


Has everybody at your house got 
rubbers or galoshes so that they can 
get out and keep going without get- 
ting wet feet? Prevention is much 
cheaper than cold cures—and cer- 
tainly more pleasant than illness. 
_ Be prepared. 


While large, spectacular window 
displays of rubber footwear are fine, 
no store can have many of them. 
Therefore, the ways-and-means-com- 
mittee should plan a number of 
small but powerful displays that can 
be used for a continuous showing of 
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A small oval plateau in which 
to set stylish galoshes is backed 
up by a bristol board sign hav- 
ing a wet weather photo and 
the words “Pleasing Protec- 
tion.” The sign can be changed 
frequently —allowing a _ con- 
tinuous display in the window. 


rubber footwear. As each display 
comes from the window it can be set 
up in the store—particularly if the 
display is designed so that it will fit 
on a small table or showcase. In 
addition to the selling message or 
caption that may appear on the minia- 
ture background panel for these set- 
tings, there should be a descriptive 
card for each style shown. 

While your advertising and dis- 
plays are getting attention, don’t 
overlook service! Customers on 
rainy days want fast service. If 
space demands that rubbers be kept 
in the back room, keep a selling stock 
on mobile racks that can be moved 
right up to the section set aside for 
rubber goods customers. Also ar- 
range a “sample board” with descrip- 
tive price cards beside each pair of 
rubbers or galoshes. The customer 
can then make selection without tak- 
ing up the salesman’s time needless- 
ly. Have small cards convenient so 
the customer can jot down the name 
or number of the style preferred as 
well as the size needed. 

For a final tie-up, have a folder 
describing various types of rubber 
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footwear for men, women, and chil- 
dren to enclose with each pair of old 


or new rubbers that may be 


wrapped up. 


* * * 


Headlines for Ads and Showcards 


Bring on your rain and snow! (Store 
name) galoshes keep your feet snug, 
warm, and dry. 

All kinds of arctics for the chil- 
dren, and all made of new live, first 
quality rubber. 

“and don’t forget your rub- 
bers!” 

Unromantic and practical—but so 
smartly styled. 

Here’s defence against the splashed- 
stocking menace. 

Now’s no time to have Cold Feet! 

We're ready to supply your whole 
family with rubbers and overshoes. 

Guard your health during the low- . 
vitality months. 

You can’t change the weather, but 
you can change your shoes. 

The best way to STOP a cold is to 
PREVENT it. 

Keep the children’s feet dry and 
warm. 
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‘THE GRIZZLY BROGUE is a natural—the answer to a college man’s demand—and its cushion 

of comfort will bring sheer joy to any man’s feet and an abundance of health protection. 

Should the going get nasty the weather-proof uppers will barge him into port with his socks as O-SO-EZ-E Styles 

dry as a chip, yet these same uppers take a polish like a mirror. Retailing $7.50 
Available with Wing Tip, as illustrated .... No. 3036 aim amar gg 
Also a Plain Toe unpunched model No. 3035 Both Retailing at $17.50 acaba 


TAYLOR CORP. BROCKTON, 
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In this interesting Fall window, A. S. Beck Company, New York, showed pictures of the types of customers and costumes 


for whom the shoes were intended. See accompanying article for description. 


Photo courtesy of Shenker Displays, New 


York, who installed the window. 


Study the Customer; Then Plan Your Display 


H ow Chain Stores in Popular Price Field 
Key Their Promotions to Particular Groups 


THERE is a prevailing belief, not only in the mind 
of the man on the street but also on the part of many 
shoe merchants, that the success of most chain organi- 
zations and multiple store groups rests principally on 
the competitive advantage that they enjoy as a result 
of superior purchasing power. 

That there is a definite advantage in volume buying, 
no one who is familiar with the shoe business would 
be at all likely to question. This price advantage, 
however, does not by any means provide a full ex- 
planation of the success of the chain organizations 
that have attained national or sectional prominence, 
nor does it furnish the answer for those multiple 
groups which have attained a reputation as successful 
operators in various cities and local communities. In 
many cases it probably is not even the major factor 
that has enabled these firms to attain the position of 
size and influence which they occupy. 

The success of the chains in the shoe field is by no 
means so simple and easy to explain as many people 
imagine. It rests upon a number of factors, in most 





cases, and sometimes these factors are not easy to 
define or to appraise. Too many shoe retailers of the 
type that have found themselves unable to meet the 
challenge of chain store competition have been content 
to concede that they were “licked,” simply because 
they found themselves lined up against a competitor 
whose financial resources were much greater than their 
own. They simply assumed a “What’s the use?” atti- 
tude and gave up the struggle. 

They failed to perceive that the chains were forging 
ahead largely because of the superior use they made of 
talents and abilities which would have enabled them 
to succeed just as certainly if they had elected to 
engage in the shoe business as independents, and even 
if they had lacked the dominating advantage of large 
capital to start with. Indeed, many of the chains and 
multiple groups have grown to their present propor- 
tions from very small beginnings, largely on the basis 
of the sagacity, foresight and merchandising ability of 
those responsible for their management. 

[TURN TO PAGE 34, PLEASE} 
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THERE’S LITTLE DIFFERENCE IN THE SIZE OF 
| THE WORLD’S 7 iat —_— ARCH BRIDGES | 








BAYONNE BRIDGE—KILL VAN KULL, NEW YORK 
CHANNEL SPAN—1,675 FT. 


Raves wa aes 
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HARBOR BRIDGE—SYDNEY, AUSTRALIA 
CHANNEL SPAN—1,650 FT. 


_..but the world’s BIGGEST MAGAZINE 


is double the size of the next biggest! 


T MAY be necessary to stock an occasional “shelf- 

warmer’ to satisfy the whim of some favored cus- 
tomer. But the items that move out in volume bring 
you the profits. That’s why it’s wise to stock products 
that are advertised in The American Weekly. For, 
with a weekly tirculation that reaches 1/5 of all the 
families in the country, this publication provides twice 
the coverage of any other magazine in the world! 


Each week The American Weekly is read by 
6,000,000 families, comprising approximately 
24,000,000 people. And 87% of this vast circulation 
is concentrated in the rich buying areas where 68% of 
ALL the country’s families 
live and where 80% of 
ALL retail sales are made. 
In these areas are located 
all the cities of 10,000 or 
more population, in most 


The 
AMERICAN of which The American 


WEEKLY 





CIRCULATION 


NEAREST 
COMPETITOR 
CIRCULATION 


6,000,000 
WEEKLY 


Weekly is read regularly by from 1 out of every 5... 
to 1 or more of every 2 families. 

This is the tremendous sales-backing that builds 
bigger volume and profits for retailers who feature 
products that are advertised in The American Weekly. 


What The American Weekly is 


The American Weekly is the largest magazine in the 
world. It is distributed through the great Hearst 
Sunday newspapers. In 630 of America’s 995 towns 
and cities of 10,000 population and over, The American 
Weekly concentrates 67% of its circulation. 


In each of 196 cities, it reaches better than 
one out of every two families 


In 146 more cities, 40 to 50% of the families 
In an additional 124 cities, 30 to 40% 
In another 164 cities, 20 to 30% 
. and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 


**The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 














Seer eerccenemnrencraneseneerermorrs 


AMAM IS AS 
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Prior to the making of fine shoes — 
the creative work of the last designer. 
His skill is fundamental to the com- 


fort and fashion of modern footwear. 


The United Last Company, through 

its operating units in all important 

shoe centers, is constantly supplying 

this vital service — a service that is | 
always essential in generating pub- r N r _ D 


lic acceptance of smart shoes. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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CHILDREN'S EVERETT 





1510 
CHILDREN'S ZIPPER BOOT 


» Padded and leather soles. 

» Kidskin, elk and veal uppers. 

» Sateen, moire and wool felt lin- 
ings. 


» Made over improved lasts to 
properly fit the child's foot. 


» Stocked in all popular colors. 
» Priced at $1.10 to $1.65. 





ASK FOR OUR NEW "VOLUME 
37" CATALOG— illustrating 
our complete line of men’s, 

women's and children's i 





SWAN SHOE COMPANY 


ye eee a 
BALTIMORE, MARYLAND 











. 
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Start Selling Now for Rainy 
Days Ahead 


[CONTINUED FROM PAGE 19] 


it does not take much to prove to a wom- 
an that dainty evening slippers should 
not be worn under galoshes whose lin- 
ing is soiled from daily wear over 
street shoes. This point may be em- 
phasized by photographs of the results 
of such careless treatment or by dis- 
plays of actual models before and after 
wearing. The use of velvet or brocade, 
most often in white and fur trimmed, 
turns a practical garment into an addi- 
tional luxury accent to the costume. 
Photographs of models in all. three 
types worn with suitable costumes will 
do much to show the customer the 
style value of rubber overshoes to fit 
the occasion. 

So much for day-time gaiters and 
evening boots. Now what about a third 
pair of overshoes, low ones for ordi- 
nary wet days or icy sidewalks when 
there is no fear of wetting ankles or 
spotting stockings? This type should 
be especially easy to sell right now, 
when September rains are at hand. 
Here again the designers have been 
clever in seeing the woman’s point of 
view. Last year several rubbers were 
on the market that looked like the shoes 
they were made to cover. The same 
types, with some additions, are here 
again this year so that a woman can 
go out sensibly protected without ap- 


pearing to be too sensible! - 

In details, the new idea of mono- 
grammed caps for snappers is note- 
worthy. These caps can be attached 
with the owner’s two initials at the 
time of purchase. They come in a 
standard assortment and won’t come 
off, once they are on. Many a scram- 
ble for the right pair of overshoes in 
a crowded dressing-room, ruinous to 
coiffure, and disposition, should be 
spared -by this ingenious invention. 

Nothing has been said about colors 
because they follow the tradition of 
brown and black plus some white which 
several manufacturers believe to be on 
the increase due to larger sales of 
white raincoats. In tweeds, brown and 
gray are shown. Blue was used in one 
checked effect in rubber. The silverized 
rubber, shown in the photograph, is 
distinctly new for evening. 

So here is the story—bread and but- 
ter trade in rubbers, and _ rubber 
galoshes with slide or snap fasteners; 
high style trade in boots for the oc- 
casion in fancy finishes on rubber, 
tweeds, and evening materials with fur. 
New patterns in low overshoes to 
please all types of women. Now is the 
time to display and sell them. It should 
be an easy job if you know how to tell 
the story to your customers. 





Shoe Man Elected Bank 


President 


PATERSON, N. J.—Max Bodner, head 
of Stenchever’s, Inc., operating family 
shoe stores in New Jersey, was elected 





MAX BODNER . 


president of the National Union Bank 
of America, a consolidation of the Na- 


tional Union Bank and the National 
Bank of America. 

Mr. Bodner was formerly president 
of the National Union Bank and for 
several years he has been prominent as 
a business man in Paterson. Under his 
leadership, Stenchever’s, Inc., grew 
from one small store to three large shoe 
stores in Paterson, Passaic and Hack- 
ensack, During his years of business 
in Paterson, Mr. Bodner has made 
many friends both in and out of the 
shoe trade and his election as president 
of the newly-consolidated bank met 
with unanimous approval. ‘ 





Appointed Women’s 
Shoe Buyer 


New YorkK—B. S. Hornstein, presi- 
dent of the Charles Stores Co., Inc., 
announces that David Felser has been 
appointed buyer of women’s and misses’ 
footwear for the entire chain. Mr. 
Felser was formerly associated with 
Felser Bros., a Baltimore and Washing- 
ton shoe chain. 

J. A. Curry will continue as buyer of 
the men’s and boy’s shoes and all 
rubber footwear. 

This move was necessary because of 
the Charles Stores Company’s enlarged 
shoe operations and the need for fur- 
ther fashion concentration in these de- 
partments. 
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They’re sold before they’re stocked 


Daniel Green slippers and sandals enjoy an enviable position in the 
shoe retailing field. For the consumer is sold on the merchandise 


before the dealer receives his stock. 


The reason is understandable. Month in and month out, a constant 
barrage of national advertising reaches ever so many women from 
one coast to the other. Daniel Green advertisements appear in the 
leading magazines, showing the high fashion merchandise in its 
lovely, original colors. It isn’t any wonder why Daniel Green dealers 


keep selling their slippers and sandals as soon as they’re in stock. 


The numbers illustrated here are representative of the Daniel Green 
line. They’re in the newest of style, they'll sell quickly, and bring 
likeable profits. Why not get your share of them? 


70Z251—A satin open toe Lollabye. 
Stocked in Black and also White in 
AAA, AA, A and B widths. Price $3.30 


20604—The Idler. Padded sole, 
with ruffle trim. Stocked in A and C 
widths in the following colors: Black, 
Coronation Blue, Tea Rose, Tur- 
quoise and Dubonnet....Price $2.65 


70309—A satin open toe mule with 
solid back strap. Stocked in Black 
and also White in AA and B widths 

Price $2.85 


20216—A velvet D’Orsay with lambs- 
wool collar and quilted satin sock. 
Stocked in A and C widths in the fol- 
lowing colors: Black, Royal Blue, 
Brown, Flame, Frost Green and 


Wine ..... Seucdvbceuetues Price $2.10 


44103—Men’s Comfy Traveler with 
case; of fine kid with lambswool 
sock. Stocked in Black, Brown and 
Wine, D width.......... Price $3.20 


20208—A velvet Loll with padded 
sole. Stocked in A and C widths in 
the following colors: Black, Royal 
Blue, Flame, French Blue, Frost 
Green, Peach and Wine..Price $2.10 


THE DANIEL GREEN COMPANY, potcevute, n. y. 


SALES OFFICES: NEW YORK 


20216 4410 


PECL ES 








CHICAGO 


BOSTON 
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Stady the Customer; 


While chain organizations, like in- 
dependents, have their individual points 
of excellence, so that one may suc- 
ceed through ability along the line of 
style selection, and another because of 
unusual promotional skill or some 
other kind of superiority, there are 
certain things in common, entirely 
apart from the advantage of mass 
purchasing power, which seem to char- 
acterize most of them in a greater 
or less degree. Perhaps the most note- 
worthy of these common characteristics 
is the ability which most of the chains 
seem to have to size up the customer, 
or rather the class of customers to 
whom they cater, and to bend their 
merchandising and promotional en- 
ergies toward reaching this particular 
sector of the buying public. Inde- 
pendent stores are often too much in- 
clined to direct their publicity to peo- 
ple in general, to present window dis- 
plays that are merely showings of 
shoes, rather than suggestions of the 
right shoe for the costume and occa- 
sion, and thereby shoot their sales am- 
munition wide of the mark or scatter 
it over too wide an area. 

Chain store promotion, on the other 
hand, is more than likely to be concen- 
trated and directed to the particular 
class of customers to whom the busi- 
ness caters. In women’s shoes, many 
of these stores cater to the younger 
women, the group of customers that 
used to be known as the “flappers” or 
“chicken trade.” Everything that they 
do in advertising, window displays and 
other forms of publicity, is planned 
with the single purpose of interesting 
these young women. Naturally the 
styles are selected for them alone, and 
the window displays in particular are 
planned to appeal to this class of trade, 
as can readily be seen by a glance at 


- 
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Then Plan Your. Display 


[CONTINUED FROM PAGE 28] 








1937 





The above two windows recently installed in 16 Empire Shoe Stores in 


the East, have attracted a considerable amount of attention among local 
shoe men, and have already demonstrated their effectiveness by increasing 


store traffic. 


Empire has called their dark suedes “Smoothies” in a slangy appeal to 
the smart young women who constitute the bulk of their trade. The appeal 
is dramatized through the use of photographic blowups of young women. 
Sample window card reads “Smoothie” Dorothy Stone says: “Dark shoes 
for late Summer are a swell idea. They make a nice change-off from 
whites. They’re cool, airy ... and they just fit my purse.” 


any one of the displays used by stores 
of this category. 

Many of the chains appeal to a some- 
what wider group of customers, but 
nevertheless make it a point to plan 
their promotions with special refer- 
ence to the type of young woman who 
is interested in buying the newest 
styles in the popular price grades. A. 
S. Beck stores, for example, make style 
the keynote of their window displays, 
as demonstrated in the case of the win- 
dow which we illustrate this week. 

The dramatic and judicious use of 
bright contrasting colors on an egg- 
shell background made this A. S. Beck 





display an unusually successful mer- 
chandising window without sacrificing 
simplicity or direct appeal. The wall 
covering, platforms, and flooring in 
harmonizing tones of eggshell, show 
the rich darker tones of the new Fall 
shoes to advantage. The shadow boxes, 
covered in gold leaf, and built to face 
the street, served three purposes: 

1. The illustration in each one sug- 
gested a correct Fall costume to wear 
with the featured shoes; the hats, eye- 
lashes, gloves, etc., being appliqued to 
give depth and added interest. 

2. The copy, silk-screened on glass 
was part of the unit, rather than the 
usual separate price plaque. 

3. The shelves which were enclosed 
in a plastic material, giving the effect 
of glass, brought the shoes into the 
window at about eye level. 

In the companion window a direct 
contrast was affected by using a rich 
brown cellophane wall covering. The 
shoes were displayed to advantage 
against the same eggshell platforms 
and flooring. 

With Labor Day past, and the minds 
of merchants and customers now fixed 
on Fall, window promotions of Autumn 
footwear will be carried on in earnest 
from this point on. So many elements 
of fashion, price and intensive com- 
petition for consumer attention promise 
to enter into the picture this season 
that it’s going to be an important sea- 
son from the standpoint of merchandise 
display and window promotion. Every- 
body will wish to present his merchan- 
dise to the best possible advantage in 
window settings that will do it full 
justice. Under such circumstances it 

(TURN TO PAGE 38, PLEASE] 


























RN 
Only Kirkendall Craftsmen 
Can Make Boots Like These 


THE ABOVE ILLUSTRATIONS OF A KIRKENDALL FIELD BOOT 
AND A RIDING BOOT ARE TYPICAL OF OUR PRODUCT ... . 


Greatest assortment of styles 
in all kinds of boots for riding, 
hiking or walking, including rid- 
ing boots, field Teck jodhpurs, 
service boots and cowboy boots. 


A 2 iment stock of ie - has 
y : : een carrie 

MERICA’S Premier Boot Line—that made A apical os | 

by Kirkendall—offers the Merchants of this pins ol gta 


country the best values in an exclusive and 3 Backed by a greatly enlarged 


factory — America's largest 


highly specialized line of Bootwear, fortified exclusive boot factory — which 


makes every pair of Kirkendall 


° ° boots by our own skilled boot 
by the three following points:— aes i be only on boots. 


1937 Catalogue Will Be Sent You On Request 


KIRKENDALL BOOT COMPANY 
OMAHA, NEBRASKA 









tail Buffer, that hustling colored boy shouts 
“Mammy!” to women customers who like to keep their 
suede and nappy leather shoes soft and colorful. 

His convenient handle keeps hands clean. The 
scratcher on his back is death to “shiny” spots. He has 
just the right shade of Black, Dark Brown or Medium 
Brown powder on his face and a sponge rubber buffer 
to work it in. He comes in a dust-proof rubber “sleeping 
bag” which keeps him neat and clean. 


Let Suede Buffer prove he has a way with the 
ladies. Order a trial dozen assorted Black, Dark and 
Medium Brown today! 


Your price +] 30 Retails for 25¢ 
WIZARD COMPANY 


St. Louis, Mo. e ° Walsall, Eng. 
Canadian Distributors, Canadian Specialities, Ltd., Hamilton, Ont. 
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New Walk-Over Plan Book 





Walk-Over’s New 75-page “Advertising Plan Bock’ con- 
taining complete promotion material for Walk-Over 
dealers’ Fall campaigns. . 

Can one advertising guide-book completely cover the 
requirements of both large and small retail outlets? 
The Geo. E. Keith Company answers that question with 
the new Fall and Winter “Advertising Plan Book,” 
now being distributed to Walk-Over outlets through- 
out the country. 

For smaller stores, the Plan Book gives simple in- 
structions for assembling 22 100-line men’s and wo- 
men’s newspaper advertisements, offering mats of all 
illustrations and 95 interchangeable shoe cuts. For 
larger advertising budgets, 29 other advertisements up 
to 540 lines in size are offered in complete mat form. 


‘For department stores designing their own advertising, 


the Plan Book offers photographic material from 
which newspaper half-tones can be made. Practical 
window suggestions based on the outstanding Fall 
promotions are also shown. 

The Advertising Plan Book is part of the semi-annual 
Walk-Over “GiftBox” of dealer advertising material, 
including men’s and women’s consumer mailing pieces 
in color, package inserts in color, “Fashion Facts,” 
large and small window cards and window streamers 
in color, giant photographic blow-ups, magazine cards, 
and the Recorper’s official display material for “Na- 
tional Men’s Shoe Week.” 





The Editor’s Outlook [CONTINUED FRoM PAGE 22] 


turer making children’s shoes, to come together in some 
sort of voluntary organization to consider the trend 
and direction of the sale of children’s shoes. Further- 
more, to use all the power of window cards, personal 
suggestion, newspaper and magazine advertising to the 
end that no thinking mother, anywhere, will buy a 
pair of shoes over the counter, unless she registers 
a fear that by so doing she is harming the posture, foot 
and health of her child. It isn’t a case of a shoe store 
not being able to compete in values but rather that 
damnable inertia that seems to be part of the children’s 
shoe industry. And it is time for action. 

















BOOT AND SHOE RECORDER, September 11, 1937 Page 37 


Ennglfeltich 


Now adds 


Pictorial Review 
om Delineator 







To the Fall National 
Advertising Campaign 


Wit... 3,000,000 
MORE CIRCULATION 















JV. dL; Black or Brown Suede; Twilight 
Adtne Brownor Mat Kid. Factory price, $3.60 


Peac t 


@ Now we add to our list the magazine 
which has grown 100% in the past year. 
The 9,000,000 readers who look for the 
full-length novel, the authoritative fashion 
and service features in Pictorial Review- 
Delineator will also see the fashionable 
Enna Jetticks featured in the Oct. issue. 

With this addition, Enna Jettick dealers a 7 = fs 
will profit by the reader interest aroused p fi Green, Black, Brown, Blue Suede; 

OTLLA 


by a total magazine circulation of over Black, Brown Kid. Factory price, $3.60 
forty millions! Cash in on this nationwide 


publicity by featuring Enna Jetticks in 
your own displays and local advertising. 


America’s Smartest Walking Shoes 
Go Places Comfortably 


MANY OTHER STYLES TO RETAIL AT 


9,000,000 
MORE READERS 















asin) ‘b WIDTHS AAAAA TO EEE 
T0 






C . [ Black or Brown Suede with 
clotte Calf trim. Factory price, $3.30 








ees 





al III 


Iris HERE? 
* 4 4°? 


« Mouldabte 


FOOT SUPPORT 


IT moulds to fit the arch and 
takes the shape of the foot while 
walking. 

It fills the cavities and other 
irregularities peculiar to each in- 
dividual foot. 

It permanently retains the “IM- 
PRINT” when final moulding has 
taken place after a few days 
wear. 

It levels the foot in the shoe. 

It supports the longitudinal arch. 
It equalizes the metatarsal sup- 
port. 

It supports the scaffoid joint. 

It is made from a new light- 
weight mouldable material pro- 
duced in the Laboratories of 
C. H. Daniels. 
It will stick in permanent posi- 
tion in the shoe after removing 
the paper protecting the ad- 
hesive. 


Retail Price Price Per 
Per Pair Dozen Pair 


META-MOLD 

(Metatarsal) $1.00 $6.00 
BLUE RIDGE (Adjust- 

able Metatarsal) 150 9.00 


HIGH-ARCH (Longi- 
tudinal Arch Elevation) 2.00 12.00 


MADE IN ALL SIZES, MEN’S 
AND WOMEN’S, NARROW AND 
MEDIUM WIDTHS 


Patents Applied For And Pending. 
DANIELS SHOE PRODUCTS 


ee 

PERFORATING COMPANY 
61 RIVERDALE AVENUE 
PORT CHESTER, N. Y. 


- 
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Hearing on Czechoslovakia Trade 
Agreement Oct. 25 


WASHINGTON, D. C.—Following up 
its announced intentions of negotiat- 
ing a reciprocal trade agreement with 
Czechoslovakia, the State Department 
through its Committee for Reciprocity 
Information, has made public the list 
of products on which this country. will 
consider granting tariff concessions to 
Czechoslovakia. Included are several 
classifications of shoes. 

The Committee has announced that 
views on the Department’s action may 
be submitted in writing before October 
11. Supplemental oral statements will 
be heard at a public hearing called for 
October 25 in Washington. 

The following types of shoes are 
listed : 

McKay sewed or stitched boots or 
shoes on which the present rate of duty 
is 80 per cent; other McKay sewed or 
stitched footwear, welted shoes, turned 
footwear and shoes other than turned 
welted or McKay sewed or stitched on 
which the present duty is 20 per cent; 


shoes with cloth uppers, including ath- 
letic shoes, whether soles are of leather, 
wood or rubber, present duty 35 per 
cent. 

The announcement points out, how- 
ever, that the concessions to be con- 
sidered may cover all the items or may 
apply only to specific types of com- 
modities. “Some of the products ap- 
pearing on this list,” the Department 
said, “may not be the subject of any 
concession under the terms of the 
agreement, and the rates on these items 
which are finally included in the agree- 
ment may or may not be changed.” 

The Department said that other con- 
cessions will not be contemplated un- 
less a supplementary announcement is 
made. Statements made to the Reci- 
procity Committee will be referred to 
the appropriate committees of the in- 
terdepartmental trade agreements or- 
ganization in the State Department 
before any final recommendations are 
made, it was announced. 








Who Knows These Shoes? 


The New York State Police are seek- 
ing to identify a pair of men’s shoes 
which figured prominently in a serious 
crime recently committed in upstate 
New York. The shoes in question were 
a pair of men’s patent leather, plain 
toe dress oxfords, badly worn, and bear- 
ing the name “S. Loeb” on the inside 
lining, just above the stock number. 
The shoes contained a metatarsal sup- 
port and the outside edge of the sole 
of each shoe had been repaired by nail- 
ing on a strip of sole leather. Any in- 
formation which would aid in identify- 
ing these shoes, or in determining 
where they were manufactured, pur- 
chased or repaired, will be appreciated. 
Kindly communicate with Boor AND 
SHoe Recorper, 239 West 39th Street, 
New York, N. Y. 


Fashion Bootery Remodels 


Store 


SPOKANE, WASH.—With a fine new 
store the Fashion Bootery made its bow 
to old friends and new acquaintances 
recently at 915 Riverside Avenue, in 
the Rookery Building. Completely re- 
modeled, this shoe salon has a fine new 
front entrance and an attractive in- 
terior. 
decade of operations and success in shoe 
circles of Spokane. The larger space 
occupied by R. Kohnke, manager, and 
his staff of experienced shoemen, will 
permit doubling of inventories in ladies’ 
footwear. Business for the first six 


months of the year, according to Mr., 


Kohnke, has been substantially better 
than for the same period last year and 
he anticipates an even larger record 
during the remainder of the year. 








The new store marks a full : 


Harry E. Fontius Weds 


DENVER, COLO.—Miss Helen Gould 
Miller of Trinidad and Harry E. 
Fontius, Jr., who is associated with 
his father in the Fontius Shoe Co., 
Denver, were married’ August 19. 
Many Denver residents were among 
the guests present. After a wedding 
breakfast, the couple left for a short 
trip. They will reside in Denver. 





Study the Customer 
[CONTINUED FROM PAGE 34] 


becomes all the more essential to per- 
fect your plans, if you have delayed 
doing so until now, for a succession of 
Fall windows that will tell the story 
of your merchandise and service to the 
public as effectively as any of your 
competitors will be able to tell theirs. 

Window display is today recognized 
as one of the most vitally important 
elements in shoe selling and shoe pro- 
motion. It cannot be regarded, even in 
the smallest store, as a routine matter 
that can be put aside to the last mo- 
ment and then performed in a per- 
functory way. More and more it is com- 
ing to demand professional skill and 
attention, and if you have no one in 
your organization who is able to do a 
really creditable window job, it may 
be advisable to give serious thought to 
the matter of engaging the part-time 
services of a display man, or of some 
organization that is equipped to render 
professional service. Whoever plans or 
installs your windows, it is the mer- 
chant’s responsibility to make sure 
that they “click” with the customers, 
and that every window display mea- 
sures up with those of the other com- 
peting stores of your community. 
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A PITTCO STORE FRONT GIVES YOU 


-stors atlentioru 


IN THE MIDDLE OF THE BLOCK! 


CORNER STORE AT- 
TENTION is obtained 
for this modern shoe 
store in Raleigh, N. C., 
by its appealing Pittco 
Front. Note how much 
more challenging to the 
eye it looks today jen 
it did before 

tion. You can get ‘‘cor- 
ner store” attention in 
the middle of the block 
for your shoe shop the 
same way. 











PITTSBURGH, 
" PLATE GLASS COMPANY 


Page 39 


IX each business block, only two 
stores can occupy corner sites. 
If your shoe store isn’t one of these 

- you can still get “corner store” 
attention from potential customers 

. . with a new Pittco Front. A 
Pittco Front makes your boot shop 
stand out from the crowd clearly 
and eye-catchingly, literally asking 
for business. 

Merchants who try Pittco-remod- 
eling find that their stores draw 
more business, widen their trading 
area, boost their unit of sale, and 
increase their profits. And in many 
cases ... they do a better business 
than their competitor on the corner! 

When remodeling, consult an 
architect to assure a well-planned, 
economical job. Our staff of experts 
will gladly cooperate with him in 
planning a Pittco Front to suit your 
needs. Meanwhile, you’ll want our 
new book containing facts, figures 
and photographs on Pittco-modern- 
ization everywhere. Send the cou- 
pon today for your free copy. 


Be sure to see the Pittco Store 
Front Caravan, now on a nation- 
wide tour. Contact our local branch 
for specific information as to when 
it will visit your territory. 


PITTSBURGH TIME PAYMENT PLAN 


Take up to 2 years to pay for your 
new Pittco Store Front. Pay 20% 
down, then settle the balance out 
of income. 


PIT TCo 


STORE A alii 
glars...metal... paint 


Pittsburgh Plate Glass Company, 
2251 Grant Bldg., Pittsburgh, Pa. i 
Please send me, without obligation, your new : 
book entitled “Producing Bigger Profits with : 
Pittco Store Fronts.” ; 


Name. 





Street. 











City. State. 
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STRENGTH 
SECURITY 
ECONOMY 







UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 

The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
tigid arch support that is vitally essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Shoe Veuss 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, SEPTEMBER II, 1937 





NATIONAL NEWS 





Conference to Discuss Retail Problems 





Distribution Costs, Price Trends to Be Treated at Boston 
Conference on Distribution 


Boston, Mass.— Three broad and 
vitally important subjects—distribution 
costs, price trends, and employer-em- 
ployee relationships—have been selected 
for discussion at the ninth annual Bos- 
ton Conference on Distribution, to be 
held here September 20 and 21 under 
the auspices of the Retail Trade Board 
of the Boston Chamber of Commerce. 

The program, as announced by Daniel 
Bloomfield, manager of the Retail Trade 
Board, covers three sessions on each of 
the two days—morning, luncheon meet- 
ing, and afternoon. Speakers and the 
subjects they have elected to discuss 
are as follows: 

Morning session, Sept. 20—Address 
of welcome, P. A. O’Connell, President 
of E. T. Slattery Company and Presi- 
dent, also, of the Retail Trade Board; 
“The Trend in Taxes on Distribution,” 
Alfred G. Buehler, Professor of Eco- 
nomics, University of Vermont; “The 
Trend of Commodity Prices,” Melvin 
T. Copeland, Professor of Marketing, 
Harvard Graduate School of Business 
Administration; “The Long Term Trend 
of Retail Profits,” Lawrence H. Sloan, 
a aaa of Standard Statistics 

Luncheon session, Sept. 20—Louis E. 
Kirstein, Vice-President, William Fi- 
lene’s Sons Co., chairman; “Education 
and Business Leadership,” Karl T. 
Compton, President, Massachusetts In- 
stitute of Technology; “The Trend of 
Retail Distribution,” General R. E. 
Wood, President, Sears, Roebuck & Co.; 
“The Effects of Trade and Labor Regu- 
lation on Distribution Costs and Prices 
of Goods,” Paul H. Nystrom, President, 
Limited Price Variety Stores Associa- 
tion. 

Afternoon session, Sept. 20—David 
E. Moeser, President, National Retail 
Dry Goods Association, chairman; 
“Cosmetics and Fashion,” Elizabeth 
Arden, President, Elizabeth Arden, Inc.; 
“Standards for Consumer Goods,” Jules 
LaBarthe, Mellon Institute, Pittsburgh; 
“Manpower and Distribution,” Robert 
Amory, Treasurer, Nashua Mfg. Co.; 








DATES TO REMEMBER 


Annual Convention National Indus- 
trial Stores Association, William 
Penn Hotel, Pittsburgh, Pa. 

September 20, 21, 22, 1937 

New York State Shoe Retailers Asso- 
ciation, 19th Annual Convention, 
Hotel Ten Eyck, Albany, N. Y. 

Oct. 3, 4, 5, 1937 

Spring Style Opening Shoe Fashion 
Guild of America, Hotel Biltmore, 
New York ..........- Nov. 1, 2, 3, 1937 


National Shoe Fair, Hotel Stevens, Chi- 
cago, Ill. ...... .«+eJan. 3, 4, 5, 6, 1938 
Northwestern Shoe Retailers Regional 
Association Annual Convention-Ex- 
position, Hotel Radisson, Minnea- 
polis, Minn. ....Jan. 9, 16, 11, 12, 1938 
Joint Convention and_ Exhibition 
Southwestern Shoe Travelers Asso- 
ciation and Texas Shoe Retailers 
Association, Fort Worth, Texas 
Jan. 9, 10, 11, 12, 1938 
Middle Atlantic Shoe Retailers Asso- 
ciation Annual Convention, Ben- 
jamin Franklin Hotel, Philadelphia, 
WS veivecncone Jan. 16, 17, 18, 19, 1938 
Indiana Shoe Travelers Association, 
15th Annual Convention, Claypool 
Hotel, Indianapolis, Ind. 
Jan. 16, 17, 18, 1938 
Southern Shoe Exposition, Miami- 
Biltmore Hotel, Coral Gables, Fla. 
Jan. 17, 18, 19, 1938 





“Advertising and the Consumer,” 
Charles Coolige Parlin, Curtis Publish- 
ing Co. 

Morning session, Sept. 21—E. C. 
Johnson, President, H. A. Johnson Co., 
Boston, chairman; “Distribution Cost 
Analysis by Commodities,” N. H. Engle, 
Assistant Director, Bureau of Foreign 
and Domestic Commerce; “The Eco- 
nomic Position of Distribution Today,” 
Malcolm P. McNair, Professor of Mar- 


[TURN TO PAGE 42, PLEASE] 


New England Retailers 
Invited to Albany 


ALBANY, N. Y.—Chairman T. Arthur 
Cohen, of the committee in charge of 
the New York State Shoe Retailers 
Association convention, has returned 
from a brief vacation and is now busily 
engaged in planning for the meeting, 
which will be held at the Hotel Ten 
Eyck, October 3,4 and 5. More than 
one hundred salesmen who travel in 
New York state have already made 
room reservations at the hotel, and 
while this in no sense is a style show, 
the display of Spring lines will be an 
interesting and helpful feature. 

Invitations to attend this convention 
have been extended to the shoe mer- 
chants and buyers of Vermont, Con- 
necticut, Rhode Island and,,.Western 
Massachusetts, which aré“ho farther 
away from Albany than the members 
who live in Western New York. The 
entire opening day will be given over 
to the salesmen. who are associate mem- 
bers, also two half days on Monday 
and Tuesday. 

The annual meeting of the Bgard of 
Directors will be held Sunday’ evening 
as usual and Chairman John Slater, of 
New York, will preside. There will be 
a complimentary dinner after the 
Board meeting in honor of President 
Harry H. Phelan, of Rochester. The 
annual banquet will be held Monday 
evening, and Ernest A. Beaumont, of 
Albany, will be toastmaster. There 
will be two speakers in addition to 
Chairman John Slater, who will have 
a brief message for the trade. Execu- 
tive Vice-President ::'Lee Langston of 
the N.S.R.A. will have a place on the 
program, arid President Lou Tuffly has 
been invited to attend. 

During the year the association has 
lost by death Dire¢tor Ed. Burke, of 
Ogdensburgh, and G. M. Frary, of 
Medina, who was its oldest member. 





Bill Keefe Goes with Ford 


Rocuester, N. Y.—William J. Keefe, 
formerly employed by. the Menihan 
Company, has accepted a position with 
C. P. Ford & Co., of Rochester, to suc- 
ceed A. C. Edson, New York state sales- 


man, who recently resigned. 
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Old Customers 
... AND NEW 


The great feature which keeps the 
buyers of Evans Slippers satisfied 
is Evans Quality—fine quality 
backed by more than 100 years in 
the trade. Evans quality is the fea- 
ture of our new styles, too. It will 
keep your old customers happy. 
But, besides the old, there will be 
many new customers. We are 
launching the biggest national ad- 
vertising campaign ever. There'll 
be new faces in your store buying 
Evans Slippers. Evans Slippers are 
in all price ranges with many new 
styles added to the old favorites. 
Order early—Order enough—every- 
thing points to an even greater 
Evans Slipper year than last. Send 
for our catalog of over 79 in-stock 
slippers. L. B. Evans’ Son Com- 
pany, Wakefield, Massachusetts. 


Padded soles from . . . $1.50 up 
Turned soles from . . . $1.85 up 


FEATURED ABOVE 


Style 5098 . . Moccasin Opera in 
Natural Bridle Leather, leather 
sole and heel 


‘Evans: 
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Prize Winning Window 





Gadsden, Ala.—Shown above is the window which won first prize for 


cities of under 50,000 


population in the Nettleton Shoe Contest. The 


window, in the J. S. Hagedorn & Co. store, furnished some very valu- 

able and attractive display ideas, particularly among these being the 

use of circles (“Bulls-eyes”) to attract attention of the passersby, and 

the prominent center panel displaying the points of interest about 
Nettleton Shoes. 





Conference to Discuss 


Retail Problems 
[CONTINUED FROM PAGE 41] 


keting, Harvard Graduate School of 
Business Administration; “New Fac- 
tors in Research Affecting Distribu- 
tion,” Daniel Starch, Daniel Starch and 
Staff; “The International Capital Mar- 
ket and Trade,” Marcus Nadler, Vice- 
President, American Institute of Inter- 
national Finance. 

Luncheon session, Sept. 21—James 
Roosevelt, Administrative Assistant to 
the President of the United States, 
chairman; address by Percy S. Straus, 
President, R. H. Macy & Co., Inc.; 
“International Trade Pacts,” Honorable 
Cordell Hull, Secretary of State. 

Afternoon session, Sept. 21—Bernard 
Lichtenberg, President, Institute of 
Public Relations, Inc., chairman; “Se- 
lective Selling—Its Effects on Social 
and Economic Standards,” George E. 
Whitwell, Vice-President, Philadelphia 
Electric Co.; “The Economic Effect of 
the Air Conditioning Industry,” L. S. 
Boulware, Vice-President and General 
Manager, The Carrier Corporation; 
“The New Era of Consumer Goodwill,’ 
Harford Powell, Kimball, Hubbard and 
Powell, Inc.; “A Graphic Picture of 
Distribution Today,” Vergil D. Reed, 
Assistant Director, U. S. Bureau of 
Census. 


Celebrates 10th Anniversary 


Oak Park, Itu.—E. J. Fanning of 
this Chicago suburb recently cele- 
brated his 10th anniversary of retail 
shoe selling in his own store. 

Mr. Fanning has had more than 30 
years’ experience in the shoe trade both 
from the manufacturing and retailing 
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of shoes. While still in his teens he 
worked for the Watson & Plummer 
Company of Dixon, IIl., as a hand in 
the factory. Later, leaving the manu- 
facturing end of the shoe business, he 
worked with various shoe retailers and 
gained much good experience which 
stood him in good stead in his present 
business. 

His first object when he opened his 
store ten years ago was the develop- 
ment of a high-class local shoe store, 
catering to people of the immediate 
neighborhood. However, the growing 
community and his knowledge of shoe 
retailing have built up his business into 
a large and profitable organization. 





Jack Chase with Pied Piper 


RocHESTER, N. Y.—Jack Chase, of 
Rochester, who recently resigned from 
the Carpenter Shoe Co., of that city, 
to go with the Pied Piper Shoe Co., of 
Wausau, Wis., is covering the states of 
Ohio, West Virginia and Western Penn- 
sylvania. 


Seton Wins Newark 


Baseball Cup 


NEWARK, N. J.—By defeating the 
Mono Service Company baseball team, 
two games out of three, the final game 
by 10 to 2, the Seton Leather Company 
baseball team annexed the North New- 
ark Manufacturers’ League champion- 
ship and secured possession of the hand- 
some trophy offered in competition. 

Prominent fielding and batting hon- 
ors went to Morton Stern, vice-president 
and sales manager, who covered center 
field in the last game of the series as 
well as in many other games during the 
season. 
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YOU e 
CAN'T 

SELL | 
THEM : : 


for want of a size. 


a OALS WAS £OST ..... 





EXVERY shoe manufacturer, every shoe department manager, 
and every retail shoe salesman knows from sad experience the 
tragic truth of that statement. 


—And every shoe manufacturer knows that the success of a season, 
yes, the profits and prosperity of an industry, depend upon the 
extent to which sales are made or lost at the fitting stool. 

—If they don’t have ’em, they can’t sell ’em! 

SO it becomes a matter of fundamental importance to everybody 
interested in the shoe business to make certain that retail stocks 
this Fall are complete for selling, and that size ranges are un- 
broken. 

—With that thought in mind Boot and Shoe Recorder has timed 
its Semi-Annual In-Stock Issue for September 25th. 

—In it we plan to tell the merchants editorially some of the ways 
in which they can use In-Stock service to best advantage this 
season. 

-—In it we see an opportunity for manufacturers to tell the retail 
buyer about the In-Stock styles in their lines that are to be in 
immediate demand. 





—Many merchants have deferred their buying, and the first of 
ADVERTISING October should witness a cumulative demand for merchandise 
that can only be met by In-Stock. 


Sela —THE SEPTEMBER 25th IN-STOCK ISSUE OF BOOT AND 
CLOSE SHOE RECORDER IS TIMED PERFECTLY TO ENABLE 

YOU TO MAKE THE MOST OF THIS SEASON’S UNUSUAL 
SEPTEMBER 20 IN-STOCK OPPORTUNITY. 


BOOT and SHOE RECORDER 


THE GREAT SHOE WEEKLY 239 Wesr 39TH STREET, New York 
A CHILTON PUBLICATION 
© 
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INNERSOLES ad 


Newflex Genuine Pigskin Innersoles—Counters—W elting 
Lay Out the WELCOME MAT for Repeat Business 





The pig that actually 
GOES to market 
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OZ Cet 


COUNTERS e WELTING 


Closest to the foot, and possibly respon- 
sible for customer satisfaction or disap- 
pointment, is the innersole. Newflex 
Pigskin Innersoles, because they are 
porous, pliable and permanent, help to 
maintain healthy feet. They absorb foot 
acids and let the feet breathe. They stay 
soft, and help the shoe hold its shape as 
long as it can be worn. 

No doubt the lines you are now carrying, 


feature Newflex Pigskin Innersoles. Your 
manufacturer can show you, or we will 


send samples for your comparison. 


SALES DEPT.: 223 W. LAKE ST., CHICAGO, BOSTON: LYMAN P, GUTTERSON, 42 LINCOLN ST, LIBERTY 1206 


EDGAR S. KIEFER TANNING COMPANY 
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1'Rapids, Michigan 











Date Set for Boston Shoe Club 


Golf Tourney 


The Boston Boot and Shoe Club an- 
nounces that it will hold a Fall golf 
tournament at the Wollaston Golf 
Club, Tuesday, September 21. Two 
years ago the club held its first Fall 
tournament and it was so successful 
that it held another last year and has 
arranged for one this Fall and in so 
doing it is meeting the requests and 
pleasure of a large number of members 
of the trade. 

The committee on arrangements, un- 
der the chairmanship of F. C. Donovan, 
has-selected Wollaston for the tourna- 
ment because of its easy accessibility 
and also because the course seems to 
meet the requirements of the good, as 
well as the average golfer. 

Divisions of play will be arranged 
for shoe manufacturers, the leather 
trade, the retail trade, and for mem- 
bers of the allied trades. Handsome 
prizes for winners in all four classifi- 
cations will be provided. In addition, a 
buffet lunch will be served to all en- 
trants and guests. Players may tee off 
at any time beginning at 9 A. M. 

The tournaments conducted by the 
club have grown in popularity and 
each succeeding event has attracted an 
increased number of players. They 
provide an excellent day’s outing for 
the trade and it is expected that the 


coming event will break all previous 
records in numbers of players and 
guests. 





Buffalo Retailers Hold 
Picnic 

BurraLo, N. Y.—Age may be a 
handicap in other trades and industries 


and go unsung and unhonored but in 
the boot and shoe industry of Buffalo, 





HARRY J. DETERS 
General Chairman of Buffalo 
Retailers Outing 


long service and advancing years still 
holds the spotlight when members of 
the trade gather to frolic and gambol 
on the green. This was shown recently 


at the annual picnic of the Buffalo Shoe 
Retailers Association at Oriole Park, 
when the majority of prizes were 
awarded to those who have grown gray 
in the industry, either as travelers or 
as retailers. 

Illness prevented the oldest shoe re- 
tailer, August Klieber, 81 years old, to 
be present, so prizes went to the follow- 
ing: 

John J. Ryan, 66 years of age, oldest 
retired shoe retailer. 

William Adler, 62 years of age, oldest 
active shoe traveler. 

George Hess, 74 years of age, oldest 
retired shoe traveler. 

Joe Schaetzer, 61 years of age, trea- 
surer of the association, oldest shoe 
retailer in active service. 

Christ Schlenker, 75 years of age, 
oldest retail shoe salesman in active 
service, 

George Seiffert, past president of the 
local association, was awarded a prize 
for his long and continuing interest in 
the association. 

The door prize was won by Walter 
Cronin in a flat foot contest, judged by 
Paul Davis. 

An evidence of the increased pros- 
perity was reflected in the large num- 
ber of prizes donated by the whole- 
salers and manufacturers which greatly 
exceeded the number of past years. 

The picnic drew large delegations 
from surrounding towns, with Roches- 
ter far out in the lead. 

A baseball game between the retuil- 
ers and travelers was the chief athletic 
event. This was a soft ball game of 
seven innings which was won by the 
retailers by the close score of 2 to 1. 
A tug-of-war, horseshoe pitching and 
running races formed the rest of the 
athletic part of the program. A hot 
buffet lunch, with plenty of liquid re- 
freshments, was served throughout the 
afternoon and evening. A fine floor 
show of 12 acts was staged in the eve- 
ning. 

Half a minute silence was called dur- 
ing the show out of respect to Norman 
Franger, 33 years, a partner in the firm 
of Steffan Leather Co., who for many 
years was a regular attendant at these 
picnics and who passed away recently. 

Harry J. Deters, business manager of 
the association, was general chairman 
of the outing, with Oliver LaReau as co- 
chairman. 


Celebrates 51st Anniversary 


KEENE, N. H.—John M. Duffy, dean 
of this city’s retailers, celebrated his 
5ist anniversary as a shoe retailer. 
His recent celebration concluded 51 
years of continuous business in the 
same location, 83234 Church Street. 

Aside from a few days during the 
famous blizzard of 1888 when his store 
was burned, Mr. Duffy has conducted 
his business as sole owner and man- 
ager for the more than half-century. 

Beside his duties in his store, Mr. 
Duffy has served on the city govern- 
ment for several years and is now 
serving in the legislature as represen- 
tative of his territory. 
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Healthy F or Are Active Feet 


[CONTINUED FROM PAGE 21] 


of the present generation is to see that 
nothing interferes with the normal activ- 
ity of the foot. One of the most often 
overlooked restrictions of normal foot 
function is a high spot in the inner sole 
of the shoe under the base of the fifth 
metatarsal. Like a boulder in the edge 
of a stream it deflects the current. In 
the stream the water is forced to the 
opposite bank. In the foot the whole 
foot is tilted to the inside throwing un- 
natural weight on the inner side of the 
foot. The foot is forced out of balance 
and the muscles that support the trans- 
verse and longitudinal arches are put 
continuously on excessive strain. 

Two wrongs never make a right, yet 
frequently we see shoes built up on the 
inner shank that are also too high on 
the outside. Many shoes are reinforced 
to help them maintain their shape when 
in reality their shape needs changing. 

Marvelous improvements have been 
made in lasts in recent years and I 
am convinced that as the shape of the 
last approaches the shape of the foot 
and the public becomes willing to allow 
competent shoe men to fit their feet 
correctly and with shoes that are large 
enough to allow free flow of weight 
through the foot it will not be neces- 
sary to make shoes so heavy or to put 
so much bracing material into them. 
The public is demanding lighter shoes 
and they are buying cheaper shoes to 
get them. The shoes made in cut-out 
patterns are doing much to correct the 
tread base of the last, for these shoes 
must balance the foot evenly or the 
girls would fall off their high heels and 
break their necks. An inflare or out- 
flare foot is a foot out of balance. We 
must correct the bony lesions and put 
them in balance if necessary by using 
felt padding inside the shoe, 

The more flexible the upper leather 
and the more nearly correct the con- 
tour of the innersole the more closely 
the shoe may be fitted without restrict- 
ing foot motion. A soft and flexible 
glove may fit the hand as tightly as 
the skin that covers it and cause no 


trouble but a glove that is too tight 
will restrict circulation to the extent 
that the hands will be cold. Restricted 
circulation of the feet will immediately 
lay the foundation for future foot 
pathology. Shoe fitting is both an art 
and a science and when understood and 
applied as it should be, is in truth a 
profession. 

A better day is here—shoe men are 
devoting every possible effort to per- 
fect their shoes along the lines of foot 
health. They are consulting freely with 
doctors on these matters and doctors 
are learning to rely on competent shoe 
men for the fitting of their patients. 
Physicians are frequently requested to 
take places on shoe convention pro- 
grams devoted to orthopedic shoes and 
correct fitting and competent shoe men 
are found on many professional pro- 
grams devoted to foot health. 


U. S. to Buy Rubber Pacs 


Boston, Mass.—The United States 
Army Quartermaster Corps has asked 
for bids on 3,300 pairs of fifteen-inch 
rubber boots of the laced sport-pac 
type, which bids will be opened at the 
corps headquarters here in Boston on 
September 14. Of the total amount, 
approximately one-third are to be size 
9; 1,000 pairs, size 8; and the remain- 
der divided among sizes 7, 10, 11 and 
12. Soles and heels are to be cleated. 





New Edge Inking Machine 

Lynn, Mass.—A new machine for 
inking edges of soles is being demon- 
strated here. Hitherto shoemakers have 
used a tooth brush for applying ink to 
edges. Now this machine applies ink 
with a metal dise as large round as a 
silver dollar and as thick as a sole. 

The edges are inked before the sole 
is attached to the shoe. In the tooth- 
brush method, the ink is applied after 
the sole is attached to the shoe. 








New Shoe Company 

MIDDLEVILLE, MIcH.—The Middleville 
Shoe Corporation is a new entry in the 
manufacturing of low-priced women’s 
shoes in Middleville, being headed by 
Wm. J. Liebler, who for a number of 
years was associated with the James 
Shoe Manufacturing Company of Mil- 
waukee. Beginning with a modern and 
efficient plant for the manufacture of 
popular-priced women’s UCO shoes, 
the company believes it has every 
chance for getting a fair share of busi- 
ness. The line is sold under the name 
of “Fashion Craft.” 





Working capital inadequate? 
Then why not use your ac- 
counts receivable to speed 
capital turnover — yet con- 
tinue usual credit terms to 
customers ...we take the risk. 





COMMERCIAL FACTORS CORPORATION 
SEVENTY-SEVEN FRANKLIN STREET, BOSTON 
TWO PARE AVENUE, NEW YORE 


" 


COMMERCIAL 
FACTORING 


© 
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Men's Shoes 
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“HIGHEST GRADE ONLY" 
EAST WEYMOUTH, MASS., U.S.A. 





EASTERN 
SHOE CO. 


18% LINCOLN ST. 
BOSTON 
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Women's Shoes 
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KUSH-IN-EZE 
HAND 





VAUGHAN TOWLE CO. 








A division of L, B, Evans’ Son Co. 
WAKEFIELD MASS. 





Memorial Bridge Dedicated 


SeTauKET, L. I.—The Frank Melville, 
Jr., Memorial Bridge, erected in mem- 
ory of Frank. Melville, widely known 
shoe merchant, was dedicated here in 
the presence of more than 1,500 people, 
including Long Island State Park Com- 
missioner Robert Moses and other pub- 
lic officials. The bridge in honor of the 
late shoeman, who was active in civic 
affairs on Long Island, was erected at 
a cost of $60,000. 





- 
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Joins Colonial Sales 
Organization 
Boston—The Colonial Tanning Com- 


pany has announced that J. (Buck) 
Freeman has joined their organization. 





J. FREEMAN 


Mr. Freeman is 42 years old and has 
been selling patent leather for over 16 
years, covering the entire New England 
trade. He will sell patent leather ex- 
clusively for Colonial Tanning Co. 

Mr. Freeman will take over the ter- 
ritory formerly covered by Joseph Kap- 
lan, president of the firm, since the 
latter will be spending most of his time 
in his position of sales manager. 

Colonial Tanning Co. has formulated 
a definite plan to increase business this 
year and next, and it will be the earnest 
endeavor of the company and of Mr. 
Freeman to make Colonial service as 
satisfactory as possible for all of the 
firm’s customers. 





Chicago Fall Promotions 


Cuicaco, ILtt.— Late Summer and 
early Fall promotion and sales are now 
under way in earnest in the Chicago 
loop area. Black is by far the domi- 
nant color with blue and brown shar- 
ing the rest of the sales except for a 
few scattered purchases of other colors 
such as green, rust, British Tan, etc. 
Soft toed suedes are thus far the best 
sellers and in the opinion of shoe men 
this is because women, used to the open 
toes, like the similar feeling given 
them by these shoes. 

Cutlers are featuring “Fall openings” 
in black suede with especially good 
results from open toe, open vamp fash- 
ions which are advertised for wear 
with the Alix draped frocks and the 
high Agnes hats that are Movietown’s 
Fall fashion frenzy. 

Palmer Boot Shop is also featuring 
soft toe suedes showing a large number 
of models with pin point perforations. 


They are also showing vari-colors in in corrective footwear. 
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STEPPING 








from SOFT SOLES 


right into your juvenile depart- 
ment for these scientifically de- 
signed and constructed Flexible 
Hard Soles. Made in sizes 2-8, 
they feature a perfectly hard 
tread-base, extreme lightness and 
flexibility. Thousands of mothers 
familiar with famous Mrs. Day's 
Ideal baby shoes, represent a 
ready-made market for these dis- 
tinctive shoes "2x growing young- 
sters. 


MRS. DAY'S 
IDEAL BABY SHOE 
COMPANY 


DANVERS, MASS. 
Manufacturers of Fabric—Cushion—Soft 
Sole—Iintermediate and 


FLEXIBLE HARD SOLES 











suedes in criss-cross strap and illusion 
pumps. 

Field’s have for some time been show- 
ing and advertising their Softies which 
they are showing in black, green, and 
brown. The most popular of these are 
black suede trimmed with grosgrain 
ribbon in oxfords, pumps, sandals, and 
ties. These latter shoes have been tied 
up with gloves and bags to match— 
also in suede. As a novelty color Field’s 
is showing Tanbark, a red-brown in 
suede accessories to wear with black, 
brown, green, or blue shoes. 

Mandel’s are featuring Vitality 
Suedes in brown, black, gray, and blue 
in pumps, ties, and oxfords and also 
sport shoes in suede and smooth leath- 
ers in black, brown, and green. O’Con- 
nor and Goldberg and featuring O-G 
softies in black and brown suede. 
Malings came out in the middle of Au- 
gust with one group which they called 
“Season Rushers” advertising “wear 
them now—wear them four months 
from now.” 





Corrective Store Moves 


PROVIDENCE, R. I.—Whitmore’s Shoe 
Shop, located on the third floor of the 
Alice Bldg., at 236 Westminster St., has 
removed from room 310 to 308 on the 
same floor. In the new location, the 
shop has better lighting and a cooler, 
better ventilated store. It is operated 
by Dr. Louis Goldberg, who specializes 
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Predict Good Suede Year 


Fort WAYNE, IND.—Wolf & Dessauer 
predict a good suede year and back the 
forecast up with an execellent showing, 
running the range of the complete 
women’s wardrobe; suede tailored ties, 
trimmed with swirls of braid, for wool- 
ens and suits; high-cut pumps in suede 
with a bit of contrasting color over the 
instep, for afternoon dresses, and low- 
heeled stepin sport pumps in suede, for 
the tweeds and casual things. 

Fort Wayne men’s shoe dealers ob- 
served National Men’s Shoe Week, Au- 
gust 28-September 4, with excellent dis- 
plays of new Autumn models. Patter- 
son-Fletcher featured Edgerton .Pan- 
ther’s Paws, and App’s emphasized 
school and campus styles in Bostonians, 
with displays about evenly divided 
among wing tips, straight tips and 
plain toes in grain leathers. 


New Walk-Over Store 


EVANSTON, ILL.— The newest and 
most modern of Walk-Over Shoe stores 
in the Chicago group has recently 
opened at 1634 Orrington in downtown 
Evanston. The shop was completely 
remodeled and a vitrolight glass front 
installed. The interior is especially 
striking and impressive. The floor is 
covered with a brown carpet with yel- 
low trim to match the familiar Walk- 
Over boxes. An unusual feature is the 
band-box type display case which runs 
entirely around the walls directly above 





Shoe Men Abroad 





At Cannes, France, two leading shoe 
men take time out from their study of 
new style trends for a stroll down the 
Riviera. They are Barnard S. Solar, 
left, president of Compo Shoe Machin- 
ery Corporation, and A. B. Cohen, vice- 
president and general manager of the 
Red Cross Shoe Company, in gay a 
friendly mood. 





the shelving and serving both as a dis- 
play case and a border decoration. In- 
direct lighting displays the merchandise 
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in these cases, which are so placed that 
they cannot escape the customer’s eye. 

The ceiling has been done in cream 
and the chairs are upholstered in blue. 
Pictures of Northwestern University, 
located here, help complete the mural 
decorations. One side of thé shop is 
devoted to men’s shoes and the other to 
women’s. The newest kind of neon light, 
which makes this the second store to 
use the new neon gas, helps light up 
the exterior. J. D. McMillan is man- 
ager. C. H. Fliessbach, general man- 
ager of the Chicago stores, designed 
this store. 





New Foot Comfort 
Shop Opened 


Los ANGELES, CALIF.—The Holland 
Foot Comfort Service, Inc., of which 
C. L. Holland is the president, has 
opened headquarters at 327 West 
Fourth Street, across the street from 
The Broadway department store. While 
the company will specialize in custom 
made-to-measure Holland Manipulat- 
ing Supports, a complete line of ortho- 
pedic shoes for men and women will 
also be carried. A general foot clinic 
with a registered chiropodist in atten- 
dance will be offered to the public. Mr. 
Holland was formerly at the Broadway, 
specializing in cushion arch supports. 
He will be assisted by Mrs. C. L. Hol- 
land. Mrs. Alice Shaggstiom is the 
secretary of the corporation and will 
act as cashier. 








to his requirements. .. . 


details. 


Advertising 
P 


Merchandising Ideas 
Employer-Employee Ideas 








239 West 39th Street 





Buy THis Book 


Quick Help for Shoe Retailers 


This is the first and only book of its kind; an en- 
cyclopedia of practicable, workable ideas for the alert, 
experienced merchant. Not a theory in the book—all 

rock bottom” facts. . . . It is NOT just another shoe 
book, but offers the shoe merchant the best ideas from 
almost the entire retailing field for instant adaptation 


“2222 RETAILING IDEAS” 
Enables you to put ideas into action from the hour it reaches 
your hands. Concise, all “meat,” it is ten 
books boiled down into one—a time-saver for 
the busy merchant, and a reminder of important 
Some of the 39 CHAPTERS— 


Ideas for e Selling, Display, Stock-keeping 


rize, Discount and Gift Ideas 
Unusual and Miscellaneous Ideas 
Management and Economy Ideas 


ake Stores More Attractive 
hristmas 


New York, N. Y. 


SOFT 





S.ip between the spotless sheets on any bed in 
Hotel McAlpin. A deep, SOFT mattress soothes 
your weary body to sound slumber, to complete 
relaxation. “Soft as'a feather” is really inade- 
quate, we should say .. “SOFTER”. ; 
This is but one of the reasons Hotel McAlpin 
retains its reputation year in and year out... 
for comfort. . 


. for convenience . . . for fine 





yr That Attracted C Crowds service. 
oninag vv conny, ‘fa lal nal John J. Woelfle, Mgr. 
ce, Credit gs {flection Ideas *FEATHER 
39 Chapters Sine sompe,Fm CALPIN 
337 Pages wallk Var Tiets HOTEL 
Dollar Day Ideas Fs 
00 Mother’s Day Ideas “The Center of Convenience” 
° ooh Hosiery Ideas Broadway at 34th St. 
cleave fill 2222 ideas, seven for a cent; one used NEW YORK 
mit with more then pays for the book. ROOMS with BATH from 
$950 $400 $450 
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Dancing Shoes and Taps 





Pat. Tap Slippers 
IN STOCK 





ALSO LOWER GRADES 


SCHWARTZ & HERDER, INC., MPR. 
70-72 N. Philadelphia, P 


PROFESSIONAL TAP DANCE SHOE 
IN-STOCK 














8 AB and C 


DAVID T. NATHAN 
138 Lincoln St., Boston, Mass. 
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Nurses’ Shoes 








Flexible, Shape Retaining 
NURSES’ OXFORDS 


Made on the 
New OSCO 
Process 


IN-STOCK 









No. 2006 
aD, 14 9 
iT 


nage, OWENS SHOE Co. 


28 Goodhue St., Salem, Mass. 











James C. Moffet 


LoutsviLie, Ky.—James C. Moffet, 73, 
for many years proprietor of a shoe 
store at 915 Baxter Street, died recently 
at the St. Anthony Hospital as a result 
of an accident when he walked into 
the side of an automobile while crossing 
the street. 

i Dr. John M. Keanney, coroner, said 
death was caused by pneumonia which 
developed after Mr. Moffet suffered a 
head injury. 

' Mr. Moffet’s survivors are a sister, 
a niece and a nephew. Funeral services 
at his home. 


~ 
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Obituaries 
William C. Corey 
WioMIncTon, DEL. — William C. 


Corey, 59-year-old leather manufactur- 
er, who had been ill for some time, died 
recently at his home, 2301 Willard 
Street. Funeral services were held 
at his late residence with interment 
in Wilmington and Brandywine Ceme- 
tery. 

Mr. Corey was the son of the late 
Charles Edwin Corey, a leather manu- 
facturer of Massachusetts, who in 1904 
established the Delaware Leather Com- 
pany in Wilmington, of which company 
he was president until he died in 1916. 

William C. Corey was born August 
9, 1878, at Winchester, Mass. After 
leaving school he entered the leather 
manufacturing business in the employ 
of his father. He left Boston in 1899 
and came to Wilmington to familiarize 
himself with leather manufacturing. 
After being here five years his father 
established the Delaware Leather Com- 
pany and Mr. Corey was made secre- 
tary and treasurer. Later, in 1916, he 
succeeded his father as president of 
the company. 

Surviving him are his widow, Mrs. 
Edith R. Corey; three children, Wil- 
liam, Jr.,.Charles E., and Miss Carolyn 
Corey; his mother, Mrs. Charles E. 
Corey; a brother, Preston E. Corey, 
who is vice-president of the leather 
company, and a sister, Mrs. Sewell 
Newman. 


—— 


“Oldest Shoe Man” 


Passes On 


Rocuester, N. Y.—Many associates 
in the trade last Wednesday paid their 
final tribute to George M. Frary, 86, 
senior member of Frary & O’Brian, 
Medina, whose claim to being “the old- 
est active shoe man” in the United 
States had gone unchallenged. Mr. 
Frary, while on his way to his store 
the previous Friday, was overcome by 
the heat and fell, causing injuries from 
which he soon died. 

Mr. Frary, born in 1851, opened a 
shoe store on Main street in Medina in 
1874 and successfully conducted it for 
64 years. Last September he was 
honored by the New York State Shoe 
Retailers Association, of which he and 
his partner, Jack O’Brian, had long 
been members, and his address at the 
banquet in Rochester on that occasion 
was an outstanding feature. Mr. Frary 
is survived by his foster daughter, Miss 
Mary Sharman. 

“My customers the past few years 
have been mostly grandchildren and 
great grandchildren of Medina resi- 
dents to whom I began to sell shoes 
nine years after the close of the Ameri- 
can civil conflict,” said Mr. Frary re- 
cently, “but it is more than five decades 
since I sold chiefly prunella gaiters and 


bronzed boots to the ladies, calf boots his education in the schools of that 


WINNING 
ARGUMENT IS 


@ 


such a smooth, sueded leather at 
such a moderate price that your 
customers can't resist it. All colors 
and white. Fine nap and feel. So 
popular your manufacturer will be 
glad to use it, if he is not already 
doing so. Ask him! 


SLATTERY 
BROS. 


TANNING COMPANY 











with pull straps to the men and red-top 
boots with brass tips to the children. 
How the shoe business has changed in 


sixty years!” 


Harold E. Poley 


Liperty, N. Y.—Harold E. Poley, 
shoe retailer in this town for nearly 
20 years, died recently from a paralytic 
stroke, induced by the excessive heat 
of the weather. 

Mr. Poley made his start in the re- 
tail shoe business after he had con- 
ducted a shoe repair shop for several 
years. It was while he was in the shoe 
repairing business that a customer 
asked him to get a pair of shoes. This 
pair was so satisfactory that soon he 
received calls for more and the urge 
to retail shoes became the foundation 
of what is now a successful retail shoe 
business, 

He is survived by his widow, his 
mother, two sons and two brothers. 


George E. Downey 

Boston, Mass.—George E. Downey, 
for many years associated with the 
shoe industry in Boston and New Eng- 
land, died recently at his home in 
Dorchester after a short illness. He 


was 78 years of age. 
Born in Roxbury in 1865, he received 
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section of Boston, then went to work 
for the F. W. Whitcher Company, with 
which he remained until a few years 
ago, when the business was liquidated. 
He then became associated with the 
Austin Shoe Machinery Company of 
Lawrence, Mass. Among other things, 
he is credited with being one of the 
early promoters of rubber heels for 
general use on shoes. Mr. Downey is 
survived by his widow, Mrs. Josephine 
M. Downey, and a married daughter, 
Mrs. Gertrude Quilty, of Quincy, Mass. 


George J. Turrell 


SEATTLE, WAsH.—George J. Turrell, 
82, president of the Turrell Shoe Com- 
pany, died at his home here, recently, 
and his many friends and business asso- 
ciates paid final tribute to him at ser- 
vices held at the Episcopal Church. 
Interment was in Tacoma Cemetery, 
Tacoma. 

Mr. Turrell was in business in that 
city more than thirty years ago, where 
he and his brother, Walter E. Turrell, 
started their well-known shoe retailing 
business. 


Michael Seeger 


BuFFALo, N. Y.—Michael Seeger, for 
more than half a century shoemaker to 
many of Buffalo’s most prominent fami- 
lies, died recently at 74. 

One of the oldest shoemakers in 
Western New York, Mr. Seeger was a 
master of his craft for 52 years. While 
he was expert in the hand-construction 
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of all types of shoes, he specialized in 
later years in turning out fine footwear 
for women. 

Born in the Black Forest of Ger- 
many, the son of a master wood crafts- 
man, Mr. Seeger and a brother came to 
the United States when they still were 
youths. In 1885, he became employed 
in a shoe shop and in a few years 
acquired a business of his own which 
he operated successfully for over half 
a century. Two years ago, ill-health 
forced him to forsake his work bench. 





Emil C. Schwartz 


JAMAICA, L. I.—Emil C. Schwartz, 
who at various intervals operated shoe 
stores here and at Hempstead and Free- 
port, Long Island, passed away at his 
home in this community. He was 61 
years of age, and had been ill for a 
long while. 

Schwartz, a native of Germany, came 
to this country at the age of 15, and 
engaged immediately in manufacturing 
shoes. For many years he was in Brock- 
ton, Mass. 





Lewis M. Falk 


DetrRoIT, MicH.—Lewis M. Falk, 48 
years old, Detroit wholesale shoe dealer 
at 152 W. Jefferson Ave., died recently 
in Harper Hospital. Survivors are his 
widow, Frances Falk, and two sisters, 
both of Chicago. Burial was in Wood- 
mere Cemetery. 


Louis Hahn 


Britoxi, Miss.—Louis Hahn, aged 69 
years and for thirty years a prominent 
retail shoe merchant, is dead after a 
short illness. The store will be con- 
tinued by his widow. 








Early Demand for Fall Shoes 


DENVER, COLO.—The Fontius Shoe 
Co. reports the earliest and heaviest 
demand in Fall shoes on record. The 
style trend is to suedes of charcoal 
black in ties and pumps. Matching 
these shoes in clever display are ho- 
siery, bags, gloves, and costume jewel- 


There IS a Difference 
In Sole Leathers ... Just As There Is... In Skates 


The proper temper to hold a keen edge on skates is as essential to the skillful 
skater as is the right degree of flexibility in sole leather of vital importance to 
the wearer of shoes. The execution of graceful curves and figures in ice 
skating, and the comfort of balanced foot-action in walking, are dependent to 
a great degree on the proper selection of materials. 
appreciate this fundamental truth invariably select U. S. Leather for soles. 


The UNITED STATES LEATHER COMPANY 


27 Spruce Street. New York, N. Y. 
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ry a complete accessory ensemble all 
within easy access. The new grosgrain 
trim is a popular feature in suedes. 
Heels are medium and the two, three, 
and four ties varieties are good. 
Brown, blue, dubonnet, and green make 
up about 20 per cent of the present 
sale demand. 


Bassett Store Plans Move 


LEXINGTON, Ky.—Purchase of the 
old Phoenix Bank property, 123 W. 
Main Street, by J. W. Lancaster, Jr., 
owner of S. Bassett and Sons Shoe 
Store, from the Seda Company, Inc., 
was announced recently by Mr. Lan- 
caster. 

After the building has been remod- 
eled, the shoe store, now at 140 W. 
Main Street, will move into the build- 
ing. The property fronts twenty-four 
feet on Main and extends toward Short 
Street, a distance of approximately 
125 feet. 

The floor of the old bank building 
will be lowered to street level, and a 
new front installed, Mr. Lancaster 
said. He also announced appointment 
of his son, J. W. (Jack) Lancaster, as 
treasurer of the firm. 














Leather buyers who 


















































Bowling Shoes 








PROFESSIONAL 
BOWLING SHOES 
“i 







Women's Oxfords 
$2.60 5¢ less 
Combination Sole 
Right Foot 
R Bole 





BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts., Philadelphia 
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Riding Boots 
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Boot Trees 


so em me oo 


NATIONAL BOOT TREES 
PRICED TO SELL 


Here is a boot tree retailing at $4.95 
per set. Steady demand through na- 
tional advertising. Free merchandis- 
ing helps. Only four sizes to carry. 
Made of National Hard Vulcanized 
Fibre, Guaranteed for five years, Set 
weighs 18 oz. Write for discounts 
and complete dealer proposition. 
















NATIONAL VULCANIZED 
FIBRE CO. 
Box 311T, Wilmington, Del. 











Crosby Store Reopens 


SPRINGFIELD, Mass.—Crosby Shoes, 
Inc., has reopened the store at 1550 
Main St., closed March 17 by a fire that 
destroyed the building. The new store 
is air-conditioned and is finished in 
light buff tones with fixtures of modern- 
istic design. 


AARNE ter ni CNR A NTRS ret et nee cemmae 
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Trade Literature 


Thirty-six illustrations of Red Cross 
shoes carried in stock come to the mer- 
chants in dignified dress in a new Fall 
and Winter catalog, the cover being 
black with a shiny varnish coat, the 
title on a gold overlay, with a red plas- 
tic binding. Smart shoes are thus given 
a smart presentation with the aid of 
art and excellent printing. 

Racine’s lines of Doctor Shoes, the 
Racine Shoe and the Authentic Ameri- 
can Shoe are all shown in one catalog 
just going to the trade, and all are 
union made. All these shoes shown 
are from actual photographs. Mer- 
chants who are interested in feature 
shoes will find this catalog easy to 
order from. 

Arch Preservers for women for Fall 
and Winter are cataloged by Selby in 
a smart book with a blue laminated 
cover with gold imprint, the inside made 
more attractive by the use of two photo- 
graphic studies of the active moderns 
for whom they have styled this nation- 
ally known line. The art technique in 
the shoe drawings is excellent. 

Vani-Tred, another of Selby’s lines, 
is given the smartest catalog dress the 
line has yet had, and is in keeping with 
the type of literature this high grade 
house is known for. Human interest 
is given by the use of a camera study 
of a young woman shopping. These 
smart patterns to sell at popular prices 
will have a strong appeal with mer- 


chants. 





Four catalogs, issued this season by 
divisions of the International Shoe Co., 
show three methods of printing, 

The Vitality book was made from 
wash drawings by the letterpress proc- 
ess. The Queen Quality and Dorothy 
Dodd books were made from wash 
drawings bythe offset process. The 
Winthrop book was made from re- 
touched photographs by rotogravure. 
This rotogravure was done on a sheet 
fed roto press and was produced in 
small quantities; something that has 
been considered impractical heretofore. 
This is a small German press, and 
few of them are in use in this country. 





Brown Shoe Company, St. Louis, has 
issued an unusually comprehensive 
catalog this season covering its lines of 
Brownbilt, Buster Brown and Air Step 
Shoes. The job consists of 112 pages 
and covers, wire bound, and both let- 
terpress and offset printing in color 
were used in its production. It is pro- 
fusely illustrated, and in addition to 
the shoes, it covers athletic footwear, 
house slippers, rubber footwear and 
various items of findings and store 
equipment. 





“Footsavers” are given a new treat- 
ment in the fall catalog of in-stock styles 
sent to the trade last week, the book 
being done on linen finish paper, each 
shoe in hand wash. Stiff board cover, 


~ ELAM'S 


PRE.WELTS 






509 White Elk 
Moccasin toe 


Give children a happy, healthy start 
in life by correctly fitting them with 
scientifically made shoes. 

Elam Pre-Welts enable you to do this 
with complete confidence—and profit- 
ably. 

| Send for our catalog of styles in stock 
for immediate delivery. 


F.S. ELAM SHOE CO. 


176 No. WATER ST. ROCHESTER, N. Y. 


NEW YORK 
BOSTON: La 
NEW ORLEANS 
OS ANGELES 











spiral bound tells of the sparkling styles 
within. 





Just off the press is the new Fall and 
Winter in-stock catalogue of the Green 
Shoe Manufacturing Company of Bos- 
ton, with a cover depicting an Autumn 
scene in three colors—orange, brown 
and ivory. The new catalogue has a 
larger page size than ones published 
in the past and is illustrated attractively 
with photographs of juveniles suggest- 
ing the market served by retailers of the 
Green line. There are fifty-six illustra- 
tions of shoes for growing girls, misses, 
children and infants, covering, in ” 
eighty-nine numbers. 





Modern Miss shoes are again given 
in a combined catalog and display case 
display form for Fall, each page being 
loose leaf, showing two shoes. The 
cover has a die-cut, large, round win- 
dow with a back-drop that can alter- 
nately cover over one of the shoes, each 
side of the back-drop having the pic- 
ture of a smart young woman, with 
an arrow labeled “A style leader,” 
pointing to the shoe being displayed. 
The catalog cover is yellow, brown 
imprint, and plastic bound. The manu. 
facturer in Milwaukee has found this 
type of catalog so pleasing to their 
customers who use it for windows and 
display cases, that they decided to add 
to its usefulness by the two-way ar- 
rangement. 
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Our Eioee development — Diamond Brand Fast 
Color Eyelets with Aluminum barrels — are now 
available to shoe manufacturers in a wide selec- 
tion of standard colors and sizes. 

These new eyelets merit the consideration of 


manufacturer and retailer alike. 


UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 













































A simple, effective design 
in shades of gold and red- 
dish brown on a buff wood- 
grain background. 









FULL SHOWING 


of 
Saki slnad 
Joolwet 


























CARD HOLDERS 


Two styles available: Natural 
wood finish as illustrated 
above; or oval base-burnished 
gold—three color trim. These 
modernistic holders take any 
size card; and harmonize with 
the finest window display fix- 
tures. 


Supplied with annual services. 
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Everyone Passing 
is a Possible Prospect 


SELL THEM 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 
women's hosiery, store service, fitting, quality, styles. 


Single cards, 60c each—without text, 35c each 
(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 


WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.08 
WITH STORE NAME: 100 tickets, $3.00—200, $6.00 
CHECK WITH ORDER, PEASE, UNLESS C.0.D. PREFERRED 


MERCHANDISING AIDS 





Polly Clips 
for Price Tickets — Adjustable 
—Tilt at any angle. 





Recorder Stock Record 
Tickets 


for shoe cartons. Cyclone clips 
included: 





Polly Shoe Holder 
To display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. 
Yo dozen ............. $1.65 
gn’ $3.00 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
border. Choice of forty selling phrases, 






or blan 
12 dozen (printed or blank)...... $2.00 
ES cea cla ns ak 1.10 
: ee. eam 0.28 
SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 


each month. 
SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35c¢ per fifty, additional. 




















| exavice MONTHLY CARDS HOLDERS Tokers 
Ne. | $5.00 12 6 100 2 
Ne. 2 4.00 8 4 100 
Ne. 3 3.00 6 2 Lo] 
Ne. 4 2.28 4 2 88 
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“J”: White board. «tp ard. “X”: Shell pink 
ye in two shades Pat bengic al — board. in 
green. and burnt orange. lavender and green. 


Size: I'/9” x 2¥4°—Prices on opposite page. 
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(Cross out 


SERVICE 


CARD 


SHOW 


lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


We sell Men’s, Women’s, Children’s Shoes and Women’s Hosiery. 
quantities and denominations: 


ANNUAL 


- per year, payable 


For this. service we will pay 
$ 


FOR 


pau S 


For 


per month. 


cash in advance, full year’s 


service, 5% discount. Checks 
from foreign subscribers 


must be drawn on U- S&S. 


banks, or include exchange. 
If for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 


STORE NAN Ss 


CBE Ss 
SRE SSSSFFFFE=F=E=E=E=E===S=E=|=L]==========SSSSSsewsssaaSssssS=== 


NDI —SSSSFE]"_"=_=SSHH STATS SSSSSSssSS= 


for 


additional 
each month’s service deliv- 
card holders. 


month 
ered, and agree to return the 


der, we agree to pay $1.00 


per 


© 





DEPARTMENT 


Qor IT E SEO 


CHICAGO-ILL 


a S 


4 Cheek, with order, 


COUPO 


STATE 


sages,” beginning with SEP- 


Si. 


TEMBER, continuing monthly 


for one year, for Card Service 


-++» consisting of 





, unless C.0.D. 


- card holders (with 


the first month’s service), 


3 
| 


.-. IMPRINTED 
at 35¢ per fifty, 
additional. 


- -. Cards, and ........ 
blank tickets each month, 


OR. 
TICKETS, 
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and Want td 





SALESMEN WANTED 





SALESMAN calling on women’s novelty re- 

tail trade to handle fast selling shoe acces- 
sories, as side line. Address F-471, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





ALESMAN-—Experienced for the states of 

West Virginia, Western Maryland and Cum- 
berland Valley section of Pennsylvania, to carry 
our lines of Brockton made men’s welts and 
complete lines of women’s novelty sport type 
McKays and welts. In applying give refer- 
ences, age and previous experience. Diamond 
Shoe Co., 139 Duane Street, New York, N. Y. 





REPRESENTATIVE to carry as a side 

line a line of soft leather popular priced 
men’s shoes in the states of North Carolina, 
South Carolina, Georgia and Florida. Address 
F-496, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





XPERIENCED shoe salesman wanted for 
the states of Iowa and So. Dakota to carry 
complete general line of shoes for the largest 
wholesale house in Middle West on commission, 


Complete line novelties and staples. Must have 
car and established following. Man under 40 
preferred. Address The Charles Meis Shoe 


Co., Cincinnati, Ohio. 


! 


FOR SALE 


MERCHANTS’ NEEDS 








FOR SALE 
Attractive high grade family shce store spe- 
cializing in semi and orthopedic footwear, 
well established for 20 years on Broadway, 
New York City. Will sell for cash only to 
responsible private party. 4-year lease. 
Address F-495, care 
BOOT & SHOE RECORDER 





239 West 39th Street, New York, N. Y. 











For Spats and 
Shoe Ornaments 


Also our newest patent 
zipper spat. 


tints’, tents 

aig pany, 

Chicane, Fit Side ‘ins 
lesmen Wanted. 















BUSINESS OPPORTUNITY 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 





SALESMAN: Well acquainted with Work 
Clothes-Sport Shop trade. Line of work 
shoes, ski shoes, hicuts and moccasins. New 
Jersey, Connecticut, Westchester and Long 
Island. H. CONJOR SHOE CO., INC., 197 
Flatbush Ave., Brooklyn, N. Y. 





LINE WANTED 


HOROUGHLY experienced shoeman, now 

employed as manager of family shoe store 
wishes to sell well known general or specialty 
line in or around New York State. Ten years’ 
shoe selling experience, 27 years old, married. 
Car owner, excellent references. _ Additional 
information on request. Address F-494, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








WANTED— Women’s Compo or McKay style 
line for Pacific Coast. Will sell with present 
line women’s better grade welts to department 
and chain stores. Have good acquaintance with 





WANTED TO PURCHASE 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. randed Shoes such as 
Florsheim, Enna-Jettick, Vital- 
rch Preserver, Queen Quality, Bos- 
tonians, Stetson. Red Cross. Nunn Bush. Etc. 


IRVIN RUBIN 
“The House of Jobs’ 


89 Reade St., Cor. Church 
Phone Barclay 7-7887 Kew York City 
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| THE PROFIT FLASHER 
| Figures Markup Instantly 
| 


Anyone who figures markup cannot 
afford to be without one. 
MURRAY C. FRENCH CO. 


540-16th - - - + DENVER, COLO. 




















Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. . 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 








trade—straight commission. Address F-497, 106 Duane St. New Y se § 
agg Pag haere Rs no ine Ae a Phone WOrth 2-5377 and 5378 
FOR LEASE SHOE STOCKS BOUGHT 





DESIRABLE first floor selling space avail- 
able immediately for lease on reasonable 
commission basis to reliable Men’s Shoe _ con- 
cern—carrying well-known line of Men’s Shoes 
ranging in price from five to ten dollars. Im- 
mediate action necessary. Address F-493, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





. 





Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 518! 











Childs’ Employees Hold 
Outing 


HOLYOKE, Mass. — Employees of 
Childs’ Shoe Store gathered at Look 
Memorial Park in Northampton, Sep- 
tember 1, for the annual store outing. 
Benjamin W. Childs acted as host. 

A lunch was served cafeteria style 
at the beginning of the program. 
Sports events followed with individual 
prizes. 

Don R. Young was general chairman 
in charge of the picnic, Harry Berman 
took charge of sports and Miss Rose 
O’Connor supervised transportation. 








mum charge, 75 cents. 
address should be counted. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
{<> Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gg 


In all other cases each word 
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HOTELS 


HOTELS 


MERCHANTS’ NEEDS 













ii 











in St. Louis 
WON? on 9th St 


Tune in your favorite temperature and enjoy cool, restful comfort in a 


Lennox air-conditioned room. Each 


room with private bath, radio, and 


other refinements. Two air-conditioned restaurants. 
50% of all rooms, $3.50 or less, single; $5.00 or less, double, 
HOTEL MAYFAIR « ONE BLOCK OVER « SAME MANAGEMENT 





a) 


Scholl Completes Successful Fitting Class 


Los ANGELES, CALIF.—A most suc- 
cessful School of Master Shoe Fitting, 
sponsored by the Scholl Manufacturing 
Co., was conducted in the Clark Hotel, 
here, by Dr. W. A. Hill of the home 
office. Dr. Hill is Educational Director 
for the company and was assisted by 
Miss Alice Bradley, Sales Director of 
the Dr. Scholl Co., and by J. H. 
Hieshetter, Field Representative. This 
five-day session was an_ intensified 
training course which was attended 
by some 50 retail shoe people from 
Arizona and Southern California. It 


was the first such course by the Dr. 
Scholl Co. in the past five years. 

The object of the training school 
was to give more information relative 
to foot anatomy. salesmanship and to 
scientific shoe fitting. The course 
started with a study of how to analyze 
foot measurements and carried on 
through the construction of shoe lasts 
and retail selling. 

Actual case studies made it a most 
practical and thorough course, whose 
graduates earned their coveted “Scien- 
tific Shoe Fitting” diplomas. 





Those attending the Dr. Scholl’s Training School of Master Shoe Fitting in 


Los A 


ngeles were, in the above photograph, reading from left to right, lower row: 


J. M. “Hieshetter, Field representative for Dr. Scholl; Miss Alice Brady, Sales 
Director from the Dr. Scholl Chicago office; Mrs. O. L. Blackburn, Long Beach; 
Mrs. G. Trailor, Los Angeles; Miss I. Krueger, Downey, Calif.; Mrs. J. C. Gilbert, 
Pasadena; Dr. W. A. Hill. 

Second row: Miss D. W. Nichols, Long Beach; J. Enslin, Los Angeles; J. Zeko- 
witz, Monrovia; E. Phillips, North Hollywood; Leo Cyton, Los Angeles; K. Sleeper, 
Anaheim; W. G. Oakes, Riverside; A. A. Shevick, Phoenix, Ariz.; J. C. Gilbert, 
Pasadena; Mrs. M. Cyton, Los Angeles. 

Third row: H. F. Weik, Long Beach; W. S. Detwiler, Glendora; L. Kane, Los 
Angeles; C. H. Wise, Eagle Rock; L. Hougen, Southgate; P. M. Willson, Douglas, 
Fico Jack Bolton, San Pedro; B. M. Olswanger, Los Angeles; Harry Rosenthal, 


field. 

Fourth row: P. S. Malouf, Indio; R. C. Walker, Santa Paula; W. H. Thompson, 
Riverside; H. J. lahn, Redlands; G. R. Fasholt, fons som H. Hougen, Bell; 
F. D. Boyer, Hollywood; R. B. Tomson, Oxnard; J. M. Hooey, Pasa Robles; E. J 
> engp es ees J. E. Goodban, Upland; R. Casper, Los Angeles; P. E. Kalman, 

ng 

Rear row: O. Horton, Huntington Park; R. Braussard, Yuma, Ariz.; G. F. 
Morales, Tucson, Ariz.; B. L. Nunnaly, Yuma, Ariz.; J. "s Morales, Tucson, Aris.; ‘se 
S. Abramson, Inglewood; F. H. Rose, Boise, Idaho: R. V. Kerr, Compton; S. F. 
> nag Arcadia; G. A. Duggan, Long Beach; L. K. Sheffield, Vista; Don Ham, 





* moved from the third to the fourth 






















MILITARY 
SHOE 
STAND 





HERE'S A SELLING HINT THAT 
WILL SELL MORE MEN'S SHOES 

Display men's shoes this eye- on way. 
Sieoiey them as a man sees his shoes right on 
's fee 

This efficient shoe stand grasps the shoes and 
holds them in the identical position a man holds 
his feet while seated. And by placing them in 
your window as illustrated, you'll be showing your 
men's shoes to a better advantage. And be 
making a stronger bid for your men's business. 


$6.00 a dozen $3.50 half dozen 
M. D. POLLINGER CO. 


Stamford, Conn. 








POSITION WANTED 











LOUIS HEM 


Style - maker 
Shoe - maker 


Sales - maker 


Is now open for a 
connection. 


xk**tk 


You may remember 
him as president of 
J. & T. Cousins Com- 
pany, Heim & Doremus 
—and recently with J. P. 
Smith Company. 


Address: 
47 West 34th Street 
New York City 

















Juvenile Department Moved 
and Enlarged 


CLEVELAND, OHI0O—The Higbee Com- 
pany juvenile shoe department has been 


floor where the space has been doubled. 
The new department is furnished with 
brown tapestry chairs and brown plush 
carpeting to harmonize with walnut 
surroundings. The department features 
hidden stock rooms, full-length mirrors 
and glass-covered display niches. Miss 
Mae Musiol, juvenile shoe buyer, re- 
ports a strong trend to better shoes. 
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Investigation Ordered 


“The United States Tariff Commis- 
sion on this 28th day of August, 1937, 
under and virtue of powers 
and pursuant to the 


Resolution 144, 75th Congress, and 
Section 336 (a) (2) and (4) of Title 
III of the Tariff Act of 1930, hereby 
orders an investigation, for the purposes 
of said Section 336, of the differences 
in costs of production of, and of all 
other facts and conditions enumerated 
in said section with respect to, the fol- 
lowing articles described in paragraph 
1530 1 (e) of Title I of said traiff act, 
Xs 
Women’s and misses’ shoes, wholly 
or in chief value of leather, not 
ly provided for, made by 
: cement process 

being wholly or in part the growth or 
product of the United States, and of 
and with respect to like or similiar arti- 
cles wholly or in part the growth of 
competing foreign countries. 

Ordered further, that all parties in- 
terested shall be given opportunity to 
be present, to produce , and to 
be heard at a public hearing in said in- 
vestigation to be held at the office of 
the Commission in Washington, D. C., 
or at such other place or places as the 
Commission may designate, on a date 
hereafter to be fixed. 

I certify that this investigation was 
ordered by the United States Tariff 
— on the 28th day of August, 

Sidney Morgan, 
Secretary. 





Shoe Department Relocated 


NortH Apams, Mass.— The Besse 
System Company has transferred its 
shoe department from the main floor 
of its store on Main Street to larger 
quarters in the basement store to ac- 
commodate its steady growth and fu- 
ture expansion. 

New furnishings have been installed 
which include counters and show cases, 
finished in mahogany with Chinese red 
trimming, and new customers’ chairs 
and fitting stools in modernistic style 
of chromium metal with Chinese red 
cushions. A new line of men’s and 
boys’ shoes has been added to the stock. 

A. Roger Wolcott, manager of the 
store, arranged a formal opening of 
the new department. 





Campbell with Allen-Edmunds 


BeLcium, Wis.—Alec F. Campbell, 
recently with the Walker Booth Shoe 
Company, Milwaukee, is now associated 
with the Allen-Edmunds Shoe Com- 
- pany of Belgium, Wisconsin, manufac- 
turers of the patented process of Os- 
teopathic Flexible Shoes. 

His particular work will be along 
his previous lines as style man. He has 
also taken over promotional work 
which requires his covering the terri- 
tory from coast to coast. 
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# Buying Guide 


' BOOTS AND SHOES 
BROOKS SHOE MFG. CO., Philadelphia, Pa... 2.2.6... 60 ccc cece eee eeeuees 50 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass..............00.ccucceeeceees 46 
CONNELL, J. M., SHOE CO., S. Braintree, Mass... 2.0.0.0... 0c cece ccc ce eee ee ees 50 
ELAM, F. S., SHOE CO., Rochester, N. Y.......... ccc ccc ccc ccc cree es ceveceecceae 50 
ENDICOTT-JOHNSON CORP., Endicott, N. Y..... 0.0... cece ccc c cece cc uceceeeeees 2, 3 
ENNA JETTICK SHOES, INC., Auburn, N. Yo... 0.00... ccc cece cece eee eee eees 37 
EVANS’, L. B., SONS CO., Wakefield, Mass........... 00... cc ccc ccc cee eeeeceees 42 
GOODRICH, B. F., CO., Watertown, Mass...........000 ccc ees e cece cece ee eeneeeus 4 
GREAT EASTERN SHOE CO., Boston, Mass... 0.0.0.0... cece eee eect eee eeeeees 46 
GREEN, DANIEL, CO., Dolgeville; N. Yi... 0.0... cece cc cece cece rece eeeeterees 33 
KIRKENDALL BOOT CO., Omaha, Neb....5...... 0. ccc cece cee cc ete eee neeeeees 35 
KRIPPENDORF-DITTMANN CO., Cincinnati, O... 2.0.0.0... e cee cee ee cee eee eens 8 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind.................... 45 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass... ........0...- cc ccc eee eee eee 4 
MUSEBECK SHOE CO., Danville, Hl... cece eee te cee ett ee eeees 5 
NATHAN, DAVID T., Boston, Mass........... 0c. cc cece cc cc cee ectcescereceesecens 48 
NUNN-BUSH SHOE CO., Milwaukee, Wis... . 0.0... ee ee ee ce nett 3rd Cover 
OWENS SHOE CO., Salem, Mass........... cc ccc ccc cece tere e eee ee eee eeeescees 48 
SCHWARTZ & HERDER, INC., Philadelphia, Pa... .. 2.2... ee cece eee e eens 48 
SWAN SHOE COMPANY, Baltimore, Md.... 0.0.06 cece cee ce eee teens 32 
TAYLOR, E. E., CORP, Brockton, Mass... 0.0.0... ccc cece cece cece cen sesecceeene 27 
UNITED STATES RUBBER PRODUCTS, INC., New York City...............4. Front Cover 
VAUGHAN-TOWLE CO., Wakefield, Mass... ............0. cee ccc cece eee eee eees 46 
WRIGHT, E. T., & CO., INC., Rockland, Mass............. 000 c ccc cece reece eens 23 


LEATHER AND OTHER MATERIALS 


EVANS, JOHIN R., & CO., Camden, N. Ju... ccc ccc ccc ccc ccccccncveceeeues 6, 7 
GOODRICH, BF, COs Abron, O00 5.06 6 cee ccc cece ce cts taccscccece Back Cover 
KIEFER, EDGAR S., TANNING CO., Chicago, Ill..... 0.0... 0c cece cece ee ceeeees 44 
OHIO LEATHER CO., Girard, O........ 0... cc ccccceesececceceeees Jig tassabaletes 25 
RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis..............ccccecececes 2nd Cover 
SEE ET rte I UNOS os kc iS oviec da vc bee ccnp ndecbaebeawdeborcmeseates 48 


UNITED STATES LEATHER CO., New York City....... 0.0 ccc cece cece eee e eee eeeees 49 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


COMPO SHOE MACHINERY CORP., Boston, Mass.............. ccc cceceeveeevues I 
E. 1. DU PONT DE NEMOURS & CO., INC., Arlington, N. Ju... 2.0.0 cece cee eee ewes 10 
NATIONAL VULCANIZED FIBRE CO., Wilmington, Del....2............. ec cece eee 50 
UNITED FAST COLOR EYELET CO., Boston, Mass.............. ccc ccuceeceneeceeee 51 
UNITED LAST COMPANY, Boston, Mass............. ccc eee cc ccc ec ccc ececcueees 30, 31 
UNITED SHOE MACHINERY CORP., Boston, Mass... ... 6.0.0.2... cc cece cee cee euee 40 


STORE EQUIPMENT AND ACCESSORIES 


DANIELS SHOE PRODUCTS & PERFORATION CO., Port Chester, N. Y........0. 2.4 38 
MANOLIS MANUFACTURING CO., Chicago, Ill.. 2.0.0.0... 0. ccc cece cece eee cees 54 
PITTSBURGH PLATE GLASS CO.., Pittsburgh, Po..... 2.2.2... 6 cee cece cece e eens 
POLLINGER, M. D., CO., St. Louis, Mo... ... 0... ccc cece eee cece ees Seralt e gekiees « ’ 61 
WIZARD COMPANY, St. Louis, Mo.. 2.0.0.0... cee cee ce cece eee eeeee 36 
MISCELLANEOUS 
AMERICAN WEEKLY, New York City. ......... ccc ccc cece eect eee eeecereeesteetees 29 
BARIS SHOE COMPANY, New York City. ........ 0... ccc cece cece eee eee eens 54 
COMMERCIAL FACTORS CORP., New York City. ...... 0... ccc cece cece cece ees 45 
SOCT EE LEI SF, Geta When iii icici icc c cette eagsicvensecsesusehees 55 


HOTEL McALPIN, New York City 
IRVIN: RUBIN, New York City. 2.00... cic ce ccc vec eect ec ieeteedeereereeeeens Tie 
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No. 6115 
Coffee Elk Brogue Oxford, Allenite Tip. 
No. 5127 
Same in Black Elk, with 
Allenite Tip. 
New catalog on request. 


As a well established line of quality children’s shoes, Kali-sten-iks continue to 
offer even more. The Allenite Tip combines with all the other exclusive fea- 
tures in the model illustrated above. It absolutely resists hard wear and does 
not scuff. This, and the other Kali-sten-iks features, keeps good feet healthy. 
Because we build more shoe, you can sell more shoes. If you are interested 


in grading up, let us show you why Kali-sten-iks are a Capital Asset for Your 


Store. 


Less 4 


~—< The Gilbert Shoe Co., 


THIENSVILLE, WISCONSIN 
NEW YORK: 541 MARBRIDGE BLDG. 





LOS ANGELES: HAYWARD HOTEL 





Vol. CXII, No. 3, BOOT AND SHOE RECORDER, published every Saturday by Chilton Com Inc.), Publication office, Chestnut and 56th Sts., Philadelphia, Pa. Editorial 
and Executive 7 i. 239 West 39th St., New York, N. Entered as second dass matter oly 33," 18 932, at the Post Office in Philadelphia under Act of March 8, 1879. 
Subscription price $3.00 per year. Printed 1 aD 8. A. 














WIRE OR CALL 
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FOR YOUR COPY 


As style trends take shape for 1938 these two facts stand out... 
Never before has color been so important in shoes. Never before has 


it been so necessary to know what colors are going to be correct. 


You will naturally look to Colonial as color headquarters for such in- 
formation. And we are ready for you with an advance 1938 swatch 
book that is hot off the press. 

In it you will find the whole range of recommended colors of Colonial 


Patent for your spring and summer lines . . . and they are gorgeous! 
Address your request, please, to our Dept. R. 


COLONIAL TANNING COMPANY, 207 SOUTH STREET, 





( 
( 
] 
] 
f 


BOSTON, 
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RAVEL — all means of transportation have 

been made smarter looking and more com- 
fortable. For years alert shoe manufacturers 
have been making sure that their shoes retain 
the smart, unbulging, streamlined appearance 
of the original fitting. They use Spaulding 
Counters as a guarantee. Spaulding Counters 
have strength from their imported long-fibre 
hemp and flax construction. They keep shoes 
from bulging, they keep quarters smooth 


and backseams straight. A trim back-part — 


NO OTHER PART OF THE SHOE MEANS SO MUCH... 


after wear —has always been and always will 
Spaulding 


Counters, too, are made to fit the individual last. 


be the mark of a superior shoe. 


That means heel-hugging comfort goes along 
with smart trimness when you use Spaulding 
Counters. Specify Spaulding Counters for 


When you do you'll be selline 


SEAULDING \ 


Count ers 


“Made in North Rochester, N. H, 


your shoes. 
more and 
better shoes 


the 
same price ! 


—at 


AND COSTS SO LITTLE 











~ 
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“AS SEEN IN VOGUE” 


By over 205,000 readers. Also 
nation-wide direct coopera- 
tion from Warner Brothers 
Theatres. 


Andrew Geller 
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Wi A BAC 


Backed Up By Real Vital National Advertising 













































@ There area few 





GELLER franchises 
“AS SHOWN IN HARPER’S” 





still open in cities 
To over 185,000 readers. Also ae 
: : iam which are quality 
nation-wide appreciation of : 
Exquisite Shoes by smart wo- = | ill eae shoe minded . 


men everywhere. Re pee Write or Wire. 


735 LORIMER STREET 
BROOKLYN, N. Y. 





- 
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Exact photographic re- 
productions of the finest 
built-up heels. Coverings 

are emsossen fo give the 

feeling and texture of leather 


OU can hardly tell the difference be- 

tween Du Pont’s new scuff-proof “Pyra- 
heel” plastic heel coverings and actual 
leather heels. For “Pyraheel” is an exact 
photographic reproduction of the best-made 
built-up heels. 

Light-weight, uniform, “Pyraheel” gives 
you built-up heel effects that match per- 
fectly. And since they’re scuff-proof, the 
heels will stay new-looking. 

These added selling features should make 
sales easier for you. And since “Pyraheel” 
will not check, crack, split, nor scuff, you'll 
have fewer returns and complaints. 

_ Your shoe manufacturer will gladly show 
you samples. Or write to us, and we'll for- 
ward them directly to you. 


Look at the DIFFERENCE! 





“Pyraheel” gives your Active women of today are hard 
leautiful built-up heel effects on footwear. Built-up heels lose 
that can’t get scuffed, checked _their style and attractiveness 
or cracked. The heel looks new § when they become scuffed, 
as long as the shoe lasts. checked and cracked. 
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The dull and the bright... a 
symphony of Autumn's blended 
colors applied to high-throated 
pumps and side buckle specta- 
tors that are interestingly pat- 


i 


terned to captivate the fancy. — 


Sketched are just two of the 
many styles for Fall. 


Lye 


STYLE No. 2544 “KILBOURNE” 
Black Suede vamp and quarter with 
Black Calf tip and strap. 


. 2546. Rust Suede with 
Brown Suede trimming. 
Sizes 3 te 9: AAA to C 


Answering the feminine demand 
for up-to-the-minute smartness 
in shoes that will wear are "Lady 
Fashion" HEEL-CUP shoes. With 
smartness that pleases and qual- 
ity that gives service and brings 
the customers back to your store 
again and again. 


Al , ae 


© post card will bring our salesman to your Astor. © 


FRIEDAAN-SHELBY bhench, 


7 Od, P-S Gee ok OF cam @ OF 


INTERNS 


ST.LOUIS 





- 
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FINISH 


The new Diamond Brand 
Aluminum Fast Color Eyelets 


have many points of superiority. 

Chief among them are: 
ALUMINUM BASE 
CELLULOID TOPS 
FAST COLOR 
ROLL SETTING 

@ NON-RUSTING 

@ DURABILITY AND 


DISTINCTIVE APPEARANCE 


UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


















































million pairs in stock 








12 to 24 hours 
trom your store 


ENDICOTT JOHNSON 
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USES, PAINS HERE? 


cect opedate aired aching (ea: theamacc-like 
— all are signs of weak or fallen 

1a ets Anes Supports sive relief by re- 

aan ause- muscular sed ligamentous < 


strain. © 
Molded to your po] soon restore arches to : 
can be changed one pair shoes 1 another. Ex “eee 


: wed es we jhe and t PScholl's, Sez 008 Chicess, 


schol! si 


fer Every. Somme 


bt and leg pains; callouses of sore 
tak or tallen arches. Dr, Scholl's 

tet by comer on: 

tows Strain 2 Re 

. Pxpertly fitted 














































ta tors on both 
Send the floating menage, west tte me fae 
cO.; 
SCHOLL MFG. 
per L. UR ARCH H SUPPORT 
UR WIRE STOP YO 


LLION 
RING YO NTY-FIVE MI 
ANSWE 1S REACHING. Teen FIFTY THOUSAND 


UR REMEDY 


YO 
H STOP YOUN VU ULION 


: MONT 
PHYSICIANS sg EACH OVER EIGHT 


ADVERTI SING REACHES 


TISING 
EACH MONTH DONAHUE & GOE, INC. ADVER 








Individualized 
CORRECTION WITH 


Look for Profits |i" 


EFFECTIVE 


No person’s two feet are 
exactly alike. One may be 
a affected to a slight degree, 
iE 














the other to an extreme 
degree. 





It is easier to swim with the tide than to buck the current. And the tide Only sealinetieed cor- 
° ° 9 rection can meet each Cus- 
is with Dr. Scholl $ Arch Supports, Never before has there been such a cthtoinme age Ns ic padi 
demand. America is learning the facts about the relief of arch condi- p cae 






















tions. The biggest advertising campaign ever put behind Arch Supports 
is emphasizing the necessity for individualized correction—and from 
coast to coast the public is responding to it. 


Everything about Dr. Scholl’s Arch _ claimed for them. And because 
Supports makes them profitable progressive adjustment is recom- 
merchandise for the shoe dealerto mended they bring purchasers back 

stock and feature. A small invest- to the store several times—giving bho bic eee — 
ment puts in a complete line. Big an opportunity each time for the Scholl’s Arch Supports. 
demand means quick turn-over. The sale of other merchandise. Scientifically designed for 
unit sale is well worth while. And every type and degree of 









th in is bi ing 48% If you are not featuring Dr. Scholl’s arch weakness, they are 
e margin is big—averaging 48'7. Arch Supports, you are losing one oo trons pang 
Furthermore, Dr. Scholl’s Arch of the best profit-making opportu- Scholl’s Arch Fitcer, Then, 
ring ae a friends Dt Scholl's nities in the retail shoe je Raper anar sng amen 
or the store that sells business. Other alert a en 
and fits them properly. Foot | COMFORT merchants are cashing ria pahaadae ge ny 
They live up to what is in on it. Why not you? proverty and you'll have a 
ife-long customer for 


shoes every time. 


Write for Catalog — THE SCHOLL MFG. CO., Inc. : No such results are pos- 

sible in ready-made so- 

213 W. Schiller St., Chicago 62 W. 14th St., New York 112 Adelaide St., E., Toronto | called “arch support” shoes 
of one saeaeet dasasiee 


DR. SCHOLL'S ARCH SUPPORTS): 
Satisfy your iincnintinld 
them with DR. SCHOLL’S 











BOOT AND SHOE RECORDER, September 18, 1937 


THE SAXON, S-748; a custom type brogue of dark brown calfskin; also in black, S-747 


IT’S TIME TO SELL QUALITY 


Those merchants who are still relying almost exclusively on low-priced footwear 
for both volume and profit are playing a difficult game . . . for it is here that 
competition is keenest and differences in value hardest to demonstrate. Today 
every merchant should sell and aggressively promote quality shoes . . . not only 
are the profits per sale materially higher, but also the business is more staple, 
more lasting. In the field of fine footwear, Florsheims are the unquestioned 
leader . . . they’re tops in sales, in style, in consumer acceptance, in construction 
and wear. That’s why we feel that it will be to your advantage to talk over 
matters with a Florsheim representative . . . a brief letter cr post card will 


bring him to your store. 


$ $ 
MOST STYLES RETAIL AT G50 AND 10 


THE FLORSHEIM SHOE 


THE FLORSHEIM SHOE COMPANY @ Manufacturers @© CHICAGO 





